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Featured in this issue: 
Does tv get its 
share of vast co-op 
advertising funds? 


Index on page 7 








Poor Ab O’Ridginy, so she'd repine no more, This, on reflection, seemed good for no yaks— 
Promised his helpmate to knock off a dinosaur. No one yet, you must know, had invented the axe. 


4. Moral: You don’t have to invent it! 


ton 1s 
¢ sales weapon for Day 
es 





So Ab did—and whanging the big lizard’s gizzard, 
Proved that the right weapon makes you a wizard! 





For sales prowess in Dayton 


rrte a 


THE SHOW MUST GO ON_! whio-fv: 


.  enoewes 


How’s to get your share of sales from Dayton’s 593,856 families of viewers and 
their 511,310 TV receivers? Via WHIO-TV! How else? Surveys say that they 
really keep their eyes on us, morning, afternoon, and evening.* And don’t 
forget, those figures prove that our rich Miami Valley audience is 86.1 televised. 
Ask for the full story from Pithecanthropus Erectus George P. Hollingbery, 
National Representative. 


* September Pulse—15 out of 15 weekly shows 
8 out of 10 multi-weekly shows. 


One of America’s 
great area stations 


CHANNEL @ DAYTON, OHIO 
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Everyone... the Texas Gulf Coast Area 
is sold on KGUL-TV 


The only station that delivers a primary city 
signal to Galveston and Houston. 











KGUL-TV is top preference in prime time* with 
the most popular nighttime program, the 


j largest average audience and the highest 
’ 4 OF TEXAS number of quarter hour firsts. 
(Source: ARB, July, 1956, 7 days, 6 P. M. Midnight)* 


% of all Texas buying income, 
over 600,000 families with 475,- 


} 000 television sets, make up the —= 
rich Gulf Coast Area, including 7 
/ Galveston and Houston. ; TV 





Charted in proportion 


to effective buying GALVESTON, TEXAS 
income for counties 
included in KGUL-TV’s 
coverage crea. 


= : Represented Nationally by CBS Television Spot Sales 
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REPRESENTED BY 


Edward Petry 


NEW YORK - CHICAGO - ATLANTA - DETROIT Los 








S... Colt’s revolver, a highly sought after 
item in the Old West, originally retailed for $16. Today, a 


collector’s item, one model recently sold for $10,000, 


Similarly, many segments of TV time, much svught after 
when television began, have enormously increased in value since. 
And because television continues to expand rapidly (thousands 
of new TV sets bought daily, viewing time per home keeps 


increasing) their value will be even greater in the months ahead. 


As your Petry representative can quickly show 
you, no other advertising approaches the impact, flexibility and versatility 
of Spot TV in selling your product. Further- 
more, you spend as much as you want in just the 


markets you need. May we give you full details in the 





best TV time segments and programs available in these markets? 


WSB-TV : Atlanta KSTP-TV Minneapolis-St. Paul 
WBAL-TV can Baltimore WSM-TV Nashville 
WGN-TV* .. ais Chicago WTAR-TYV . Norfolk 
I 9 or 2k occ ue ae .. Dallas KMTV . .. Omaha 
WESH-TV .. . Daytona Beach WTVH . Peoria 
WTVD ........ Durham-Raleigh KCRA-TV Sacramento 
ss tt ce Erie WOAI-TV San Antonio 
KPRC-TV SE Houston KFMB-TV .. San Diego 
WHTN-TV....... Huntington KTBS-TV .. Shreveport 
WJHP-TV ........ Jacksonville WNDU-TV South Bend 
A Lansing KREM-TV a . Spokane 
KARK-TV ..... .. Little Rock KOTV ci Tulsa 
KCOP .. Les Angeles KARD-TV : ... Wichita 
WISN-TV Milwaukee *West Coast 





“Se Co. lnc THE ORIGINAL STATION REPRESENTATIVES 
, 


17 LOS ANGELES - SAN FRANCISCO «- ST. LOUIS 














AVAILABLE S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD 
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3] CO-OP AND TV 
Few television stations make any 


real effort to get co-op business 


36 BLUEPRINT FOR A GIANT 
Half of McCann-Erickson’s record 


billings are spent in tv and radio 





38 CULTURE VS. COMMERCE 


A look at Britain’s commercial tv 


after its first year of existence 


ls 


“COMMERCIAL” 


PUBLIC SERVICE 


Statistics do not always indicate 


the true tv public-interest picture 


42 ELECTRIC POWER COMPANIES 
Video is a strong builder of good 


will for these important utilities 


DEPARTMENTS 


15 Publisher’s Letter 


Report to the readers 


17 Letters to the Editor 


The customers always write 


23 Tele-scope 
What's ahead behind the scenes 


25 Business Barometer 
Measuring the trends 


27 Newsfront 
The way it’s happening 


51 Film Sales 


The most recent coniracis 


57 Washington Memo 


Tv and the election 


59 Spot Report 


Digest of national activity 


68 Network Schedule 
The November lineup 


73 Wall Street Report 
The financial picture 


77 In the Picture 


Portraits of people in the news 


78 In Camera 
The lighter side 


“ne 


IN THE 





MOUNTAIN WEST 
witH KSL-TV.. 


Your brand will 

make a better impression 

when you cover this area which 
ranks the equivalent to 

19th in population, 

23rd in families and 

33rd in effective buying income. 
You get unduplicated domination of 
26 counties when you use 


the area station . . 


SALT 





KSL-TV 


LAKE CITY 


Represented by CBS-TV Spot Sales 
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First 

in total-week average 
audience; 50% greater 
than the second station’s 
(a huge 132% greater 

in the daytime) 


First 

in viewing by adults, 
with more adult viewers 
in the daytime than 

all six other stations 
combined 


First 

in the number of top- 
rated nighttime once-a- 
week shows: 12 of the 
top 15 (including all 

of the top seven) 


First 

in Monday-through-Friday 
daytime shows: all 15 

of the top 15 (including 
five locally sold or locally 
available) 


First 

with all four of the top- 
rated daily feature film 
programs (The Late Show, 
The Early Show, The 

Late Late Show and The 
Late Matinee) 


First 

in hourly average 
audience every hour 

of the day and night, 
Monday through Friday, 
from 8:00 a.m. until 
after midnight! 


Source: Nielsen 
Station Index Sept. 1956 





IMpPOSSIble?,., seu vor «- 


not only possible, it’s mathematically correct. 


In this highly-competitive, seven, station market, 
WCBS-TV, Channel 2, is the number one station— 


by an almost-incredible margin! 


Clearly, WCBS-TV is far and away New York’s 
Isn't it also clear that WCBS-TV should 


i aleianiey: amelal: mm aleller: cele ks 


WCBS-TV, New York, CBS Owned, Channel 2 











Made One Great Market by the Only 
En tiferaePoamee to Unify This Potential 


nek 165,000 Sets Now in Ran f th 
ge of the 
o> THE aedairiy DESIGNATED KCMC-TV Maximum Power Signal. 
aa. F METROPOLITAN AREA 
an * cathone \ WETH.28/000°FV HOMES 58% Total Weekly Share of Audi- 
“al feos ae } “, is THE HUB OF ence in 26 Counties. (Feb. 1956 Telepulse) 
: tact TELEVISION BUILT! “Over 250 Sponsored Network 
2 | Tex. Hours per Month” 
e =e im La. { 1 ese _| 
emanate TK CMC-TV 
WALTER M. WINDSOR RICHARD M. PETERS . 
Geneial Manager Dir. Natl. Sales & Promotion 


Represented by 
Venard, Rintoul and McConnell, Inc. 


CHANNEL 6 
TEXARKANA, TEXAS-ARKANSAS — 













Consistently the highest 
rated locally produced news 
programs in Western New York 





a 


Publisher | : 
yp ot any | @ 8:55 am q, s 11 pm 
Art King NEWS ~—'| | LATE NEWS 


Film Editor 
David Yellin 


Associate Editors 


Daniel Richman | . 
Bill Greeley Sih. 
Assistant News Editor Fp 


Jonah Gitlitz 
Washington Correspondent 
David Stewart 
ee 
Assistant Advertising Manager 
A. Richard Robertson 
Advertising Representative 
Irving Gross 
Production Director 
Fred Lounsbury 
Sales Service 
Lee Sheridan 


Circulation Director 
H. C. Gainer 


Mon. thru Fri. every night 





12 noon 


NEWS- 
WEATHER 


Sun. thru Fri. 





HEADLINES 
NEWS & SPORTS 
Mon. thru Sat. 


Sponsors or WBEN-TV newscasts get BIG results 
because WBEN-TV newscasts enjoy the biggest audiences. 





Reader’s Service Dept. 
Marcia Krinsley 
Business Office 

G. S. Smith 
Chicago Office 
333 North Michigan 
Tel: FRanklin 2-7100 
West Coast 
H. Quenton Cox 
423-25 Terminal Sales Bldg 
Portland 





Member of Business Publications 
Audit of Circulations, Inc. 


TELEVISION AGE is published bi-weekly by the 
Television Editorial Corp. Editorial, acdver- 
tising and circulation offices: 444 Madison 
Ave., New York 22, N. Y. Phone: PLaza 
1-1122. Printing Office: 1309 Noble St., Phil- 
adelphia 23, Penna. Single copy: 50 cents. 
Yearly subscription in the U. S. and posses- 
sions: $7; in Canada: $8; elsewhere: $12. 
Second class mailing privileges authorized at 
Philadelphia, Pa. Copyright 1956 by Televi- 
sion Editorial Corporation, 444 Madison Ave., 
New York 22, N. Y. The entire contents of 
TELEVISION AGE are protected by copyright 
in the U S. and. in all countries signatory 
to the Bern Convention and to the Pan- 
American Convention. 





WBEN-TV Newscasts are in the hands of newsmen who 
dig, delve, cover, write, edit and broadcast news the way 


Western New Yorkers want it. 


Film crews, the WBEN-TV mobile unit, leading wire 
services and the newsroom and editorial department of 
Western New York’s great newspaper combine to give the 
most complete, most authoritative news coverage. That's 
why WBEN-TV news is the BIG NEWS on local television. 


And that’s why . 
WBEN-TV newscasts can do the BIG selling job for you. 


Get the newsworthy facts from our national representatives, 


participation in or sponsorship of 


Harrington, Righter & Parsons, or contact WBEN-TV 


Sales directly. 


WBEN -TV 


The Buffalo Evening News Station 
CBS e BUFFALO 


Tv DOLLARS COUNT FOR MORE On CHANNEL a 
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NOW...SUNDAY 
SDAY WEDNESD, 
IDA\Y SATURDAY 
’ TUESDAY W 
RSDAY FRIDAY 
IDAY MON...ADT. 
WITH COLOR ‘TV 
OF THE WEEK C 


SUNDAY: Goodyear Tire & Rubber — Goodyear Playhouse. W 
Aluminum Company of America — The Alcoa T 
Hour. Hallmark Cards— Hallmark Hall of Fame. 
Chevrolet—The Chevy Show. 




















MONDAY: RCA, Whirlpool, Buick, John Hancock — Pro- mn 
ducers’ Showcase. Johnson’s Wax, Schick — Robert 
Montgomery Presents. S 


TUESDAY: Liggett & Myers, Max Factor—Noah’s Ark. Lewis 
& Howe, Vick Chemical—The Jonathan Winters 
Show. 








oe cane 


nademtasia 


IONDAY TUE 
AY LHURSDAY F 

ISUNDAY MOND 
NESDAY THU 
ISALTURDAY SU 
ERTISERS SELL 
EVERY NIGHT 


IN NBC ! BM TELEVISION NETWORK 


a service of 

















.) 


WEDNESDAY: Kraft Foods — Kraft Television Theatre. Last -year, NBC's trend-setting 90-minute Spectaculars paved 
THURSDAY: Chevrolet — The Dinah Shore Show. Lever the way for Color’s commercial maturity. Now the 1956-57 
Brothers — Lux Video Theatre. season provides the pay-off both for advertisers and audiences, 


with sponsored Colorvision every night of the week. All 
through the year, advertisers will be selling with the added 
impact of Color TV on a tremendous variety of regularly sched- 


FRIDAY: Toni, P. Lorillard — The Walter Winchell Show. 
Chevrolet — The Chevy Show. 


SATURDAY: Gold Seal, RCA, Sunbeam, Kleenex, Noxzema, -aIN 
S & H Green Stamps — The Perry Como Show. eed gd eee NBL howe. 
RCA, Whirlpool, Oldsmobile—Saturday Color ~ “This is the year when exciting things are happening, in Color, 


Carnival. on the NBC Television Network. 














In the ever-changing business of selling TV, one quality never changes 
— experience. 


Headley-Reed with a quarter of a century behind it has developed the 
important lines of communication with the advertisers, as well as the 
agencies. For Headley-Reed knows how to go after the business and 
it knows the mechanics of the competitive sell. This experience built 
on a firm foundation and solid reputation can be put to work for you. 


on the spot...service for TV Spot 


ae 
SS 


Seattle 







1m Philadelphia 
a SG 


Atlanta 
ot, 


‘\ 


Headley-Reed TV 


New York — Philadelphia — Chicago — Atlanta— San Francisco — Seattle — Hollywood 
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Letter from the Publisher | 
| 


It should be emphasized first-off that spot tv is in healthy shape. 
Total gross revenues are up. 

But lest stations be alarmed at this seasonal drop, some important 
trends should be pointed out: 

1. Campaigns this year have been slower getting underway this 
fall than last year. Many campaigns which kicked off the latter part 
of August did not start this year until late September or the early 
part of October. Several reasons have been advanced by agencies 
for these late starts. One is that political activities, with their re- 
sultant make-goods and preemptions, have deferred the decisions 
of several important advertisers. Another factor is that increased | 
rates have cut down the length of campaigns. As has been pointed 
out in our Spot Report, many campaigns have been reduced from 
39 weeks to 30 weeks; others from 26 weeks to 20 weeks, etc. 

2. The summer seasonal drop-off this year was sharper than it 
has been in the two previous years. The TELEVISION AGE Business 
Barometer, for example, shows that while the total spot revenue 
was greater than the previous year, the seasonal decline in July 
1956 was more than twice the seasonal decrease of July 1955. This, 
coupled with the slow starts in September, can be said to be the 
major reasons for the seasonal decline for the quarter. 

3. We are seeing this year a much sharper line of increase and 
decrease on a month-by-month basis than in either 1955 or 1954. 
There are fewer plateaus in the graph; sharper peaks and valleys. 
It all adds up to important spade work that stations must do in 
the future in two areas. One, upgrading present advertisers; two, 
going after new sources of revenue. 

One of these new sources of revenue virtually untapped by sta- 
tions is co-op money. Because of the mechanics and ease of han- 
dling, co-op expenditures gravitate to printed media. The distribu- | 
tion of newspaper mats is a simple process. Some companies have | 

| 
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Third-Quarter Drop in Spot meal S yj \__ 
aed © eee 
The third-quarter figures for spot now being released are expected ce = S22323232"3 
to show that spot-tv revenue for that period is approximately 20 per | rq . me "825 & 
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produced film commercials for dealer sponsorship. But more could 
be encouraged to do so if there were dealer insistence for the use 
of tv. The dealers who have used television are enthusiastic about 
the medium. Others have to be sold. This is possibly one of the 
largest areas of potential business that stations are allowing to slip 
through their hands by default. As our story on page 31 points out, 
there is a great deal of co-op money available, but the stations have 
to go after the business. TvB is doing an excellent missionary job, 
but the business has to be sold at the local level. 

One of the starting points is the list of 200 advertisers with co-op 
appropriations on page 32. We feel that we are performing an im- 
portant service by providing this basic information—information 
that can be turned into sales. 
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B& 


ABILITY 


BUSINESS SENSE 


C 


CONCENTRATION 


D 


DETERMINATION 


ENERGY 


F 


FRESHNESS 





G 


GENIUS 








H 


HONESTY 


INGENUITY 


J 


JUDGMENT 


K 


KNACK 


x 


LOYALTY 








MIND-POWER 





N 


NATURALNESS 


O 


OPTIMISM 


Pp 


PRINCIPLES 





Q 


QUESTIONING 


R 


RUBICAM 





S 


SINCERITY 


+ 


TALENT 


U 


UNDERSTANDING 


V 


VARIETY 





W 


WORK 


X 


X-TRA WORK 











Y 


YOUNG 


Z 


ZEAL 


























Dok My TWO (wets, ALMOST ANY) 


26 letters are all you have to write any advertising. 


Two of the letters can be a big help in using all 26. 


Which two letters would you pick? 





Sure hope your choices were... YeR 


Advertising « New York « Chicago « Detroit ¢ San Francisco « los Angeles e Hollywood « Montreal « Toronto * Mexico City « San Juan « London 
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444 Madison Avenue, New York 22 


Likes Accuracy 

If I had written a story about Foote, 
Cone & Belding I couldn’t have got the 
facts any straighter than you got them 
in the October 8 issue of TELEVISION 
AGE. 

Naturally I was delighted with the 
article because it showed not only an 
awareness but also an appreciation of 
what we have beex trying for a long 
time to do. 

But it is still the accuracy that seems 
to me most important. 

Famrax M. Cone 
Foote, Cone & Belding 
Chicago 


Public Service 
. With television living constantly 
under the gun these days, it is cer- 
tainly time for such (public service) 

articles. 

Wituiam J. Epwarps 
President & General Manager 
WKNX-Tv Saginaw 


Spot Audience 


We found the article in your Octo- 
ber 8th issue, “Reaching the Spot 
Audience” quite interesting, even 
though we would find it difficult to 
apply these findings directly to the 
Canadian scene where the television 
set-up is much different. 

May we call your attention to cer- 
tain figures reported under Study 3 
on local news programs. On the fourth 
line from the foot of the table—cost 
per week in 1,000’s—we wonder at the 
rather wide difference between cost for 
three programs, $58,900 and for two 
programs, $19,200 under the heading 
“Late Night?” Then, too, the figures 
through the rest of this line are identi- 
cal with those on the line just above, 
and there is a suggestion here that the 
wrong figures got into one of these 
lines. 

Wa ter J. PALMER 
Young & Rubicam Ltd. 
Montreal 


Note: You are entirely correct, Mr. Palmer. 
There was a printer’s error in a line in the 
Study 3 table. The table should have given 
the “cost per week (in thousands)” for 
2 programs in the late night segment as 
$39.4, and in the evening (5 to 8 p.m. seg- 
ment) as $98.9 for 5 programs, $62.2 for 
three and $43.4 for two. 


- my question . . s “Is the 
cost shown for 2 programs under the 
(Continued on page 19) 
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Please enter my subscription for TELEVISION AGE and the 1957 
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[] two years $12.00 
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New York 22, N.Y. 


$7.00 


io 2) 
+ 
i) 
— 
o 














STEAMIN 
AHEAD! 


Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where— 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 


smart wake when you sail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitable bill of lad- 
ing for you. 


. LA vinge ge "s / 
a A222 A 


HUNTINGTON-CHARLESTON, Ww. 1 
V.B.C. NETWORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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IPG Cameraman BILL" HARIIGAN films:S 


peration DEPAREELE N@® 


with AURICON PRO-600 Imm Sound-On-Film camera! | 7 





WILLIAM B. HARTIGAN, NBC’S Television News Cameraman, 
interviewed on his return from the frozen continent of Antarctica, said he filmed 
52,000 feet of Auricon Sound-On-Film in color near the South Pole, with “Operation 


Deepfreeze.” 


TWENTY-FIVE BELOW ZERO, and blinding 100 mile-per-hour 
winds were the challenging climatic conditions hurled at Cameraman and Sound- 
camera on this desolate, ice-covered continent at the bottom of the world. 
HARTIGAN’S AURICON SOUND FILMS were the first pic- 
tures of any kind to be flown to the waiting press and television news broadcasters, 
telling of the hazardous life led by courageous explorers on Antarctica. 


“SUCCESSFUL PERFORMANCE under rigorous below-zero 
conditions,” is the praise Hartigan gives his “Auricon Pro-600.” Even after his 
Auricon was accidentally submerged in water, the Camera was dried out and 
operated normally. 

AURICON DEPENDABILITY on “Operation Deepfreeze” is another 
example of how Cameramen all over the world rely on Auricon for professional 
picture and sound-track in the production of Television Newsreels, as well as Film 
Commercials, Dramatic Inserts, and local Sound-Film programming. 
AURICON CAMERAS 27 sold with a 30-day money-back guarantee. You 
must be satisfied! Write for free illustrated Auricon Catalog to BERNDT-BACH, INC., 
983 No. Mansfield Avenue, Hollywood 38, California. Phone HOllywood 2-0931. 





MR. J. A. TANNEY, (left), President of $.0.S. Cinema 
Supply Corp., New York City, who supplied the Auricon Equipment 
and Accessories for “Operation Deepfreeze,” discusses with 
NBC’s William B. Hartigan the successful below-zero perform- 


A Fees. OF ance of the “Auricon Pro-600” Sound-On-Film Recording Camera. 


BERNDT-BACH, INC. 








SOUND-ON-FILM EQUIPMENT SINCE 1931 sr nop SUPER 1200 SOUND RECORDER 


$4652.15 : $269.50 $3359.00 





ROLL 


MCA = one for the money! 
TV 








IF YOU HAD 
MILLION 


national Nielsen average rating 
for 19 smash months! 








=F 





ME OE eee 





three to get ready! 


Get ready for fast sales action in your market or 
markets with the hit that won... 


@ ‘‘Top Ten” network ratings for sponsor Colgate- 
Palmolive 


@ 51% higher average rating than competing ‘‘Kraft 
Television Theatre” for 18 months! * 


@ Audience composition*—couldn’t be better!... 


*ARB 18-month averages, 1955-56 











four to GO! 


Get your sales on the go with a 

successful show. ..a DON FEDDERSON 

PRODUCTION from the same master 

showman responsible for ‘‘Do You 
Trust Your Wife”... ‘‘Liberace”. . . ‘“The Law- 
rence Welk Show”. . . “‘Life With Elizabeth”. 
All hits, no misses! 


Ik YOU HAD A MILLION 


will be worth a million dollars to your next 
campaign. For availabilities and prices, write, 
wire, phone 


America’s No. 1 Distributor of TV Film Programs 


eS : 


—————— 








Letters (Continued from page 17) 


“Late Night” group in Study 3... 
a misprint at $19.2 since the 3 and 5 
programs-per-week-costs are so much 
higher?” 

After working back the projections 
under the various columns it is obvi- 
ously a misprint, since the figures work 
back to $39.2 weekly cost for 2 pro- 
grams. 

ANN JANOWICZ 
Ogilvy, Benson & Mather Adv. 
New York City 


Note: See note above. 


Wrong Firm Name 

It has just been called to my atten- 
tion that we received credit in your 
October 8th issue for having produced 
a number of excellent television com- 
mercials. 

We cannot take credit for these. In- 
vestigation has indicated to us that 
these commercials were actually pro- 
duced by MPO Television Films, Inc., 
of New York City. This company, we 
have discovered, is one of the out- 
standing firms in the business of pro- 
ducing film commercials. It also pro- 
duces industrial films through its sister 
company, MPO Production, Inc. 

From what we could gather from 
our investigation of this company, it 
enjoys the reputation of being one of 
the best, and we are therefore flattered 
considerably by being mistaken for 
them. But we do think that this correc- 
tion should be noted. 

Perhaps it should also be noted that 
we are the public relations representa- 
tives for MPO! 

Norman J. Liss 

Zachary end Liss 

Public Relations 

New York City 

Ed. Note: We stand corrected. See page 55. 
Opening a Market 

. .. | am interested in a description 
of the test market operations for the 
opening of a new territory or market 
area for a drug product such as de- 
odorants, lipsticks etc. This can be 
with one medium or a combination of 
media. 

R. H. Trask Jr. 
Research Dept. 
Russell M. Seeds Co. 
Chicago 

Note: TV AGE advertiser profiles have taken 
up this subject in several instances. 

(Continued on page 20) 
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“A” contour area contains OVER 
HALF of the population of 
Washington State and accounts 
for OVER HALF the retail sales 
of the state. 


i 


— 








. .. and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


. . « what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its 
“A” contour: 


®@ Seattle @ Tacoma 
@ Bremerton 


@ Evereit 
@ Olympia 


CHANNEL ELEVEN BASIC 


J . i. 





ee Oop y by. 
_ WEED TELEVISION 
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7 DAYS A WEEK 
from SIGN ON to 
SIGN OFF 


KSYD-TY 
IN WICHITA FALLS, 
TEXAS 


DOMINATES 
THE MARKET 


10 out of the top 15 shows 
7 out of the top 10 shows 

Numbers 1, 2, 3 and 4 shows 
173 top rated quarter hours 


All On 
KSYD-TV 


CHANNEL 6 


CBS TELEVISION 
100,000 watts 


Syd Grayson: Gen. Mgr. 


Hoag Blair: Nat. Rep. 


| Letters (Continued from page 19) 


Success Stories 


Congratulations on your excellent 
shoe stores success article. . . . As 
always, TELEVISION AGE did an excel- 
lent job. All of us here who dog-ear 
your magazine are sure all the shoe 
stores of the nation cannot help but 
buy tv time. 

Lee Ruwitcu 

Executive V.P. & General Manager 

wtvJ Miami 


. your product group success 
story ... is an excellent one and gave 
us some ideas on which to “sell.” 

J. C. KetLam 
General Manager 
KTBC-TV Austin 


We read with interest the article 
entitled “Shoe Stores and Manufac- 
turers” in the October 8th issue. . 
We are wondering if any further data 
might be available on adult cases, 
since this article seemed to deal mostly 
with children’s shoes. 

Marie T. EHRLINGER 
Library Research 
Joseph Katz Adv. 

Baltimore 

Note: As pointed out in the article almost 
all major shoe firms now “lead” with their 
appeal to children in the belief that if they 
win Junior’s business they will get that of 
the rest of the family as well. 


Will you please send us two copies 
of the article “Sporting Goods and 





Color Promotions 


Botany Brands, Congoleum- 
Nairn, Foster Sportswear and 12 
other major manufacturers of 
clothing, accessories and home 
furnishings, will feature prod- 
ucts in “compatible colors” this 
fall in promotional campaigns 
tying in with RCA Victor it has 
been announced by that corpo- 
ration. Each will feature the 
theme “Inspired by RCA Victor 
compatible color _ television” 
which will be promoted in na- 
tional and trade ads, coopera- 
tive newspaper ads, in-store dis- 
plays, window streamers, dealer 
mailings and product tags. 
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Advertisers experience proves “‘REX’s”’ 
ebility to produce sales > the most 
accurate measuring stick of any promo- 
tional effort 


. in VIEWERSHIP 


WREX-TY is favored by viewers in the 
WREX-TVY “Grade A” grea by better 
then a 3 to 1 margin. This fact has 
been brought out in on extensive view- 
ership survey just recently completed 
This dominant leadership results in a far 
ower cost-per-thousand . . . making 
WREX-TY your “best buy”. 


market power! 


ROCKFORD, ILLINOIS 


WREX-TV 


channel 13 


CBS-- ABC AFFILIATIONS 
telecasting in color 


REPRESENTED BY 


ial. RTI es 


as 


oka 


ae 


Piel hal ana 




















H-R TELEVISION, INCz 
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Tv Diversification 


Pointing out that diversifica- 
tion for the advertiser is the most 
efficient route to follow in using | 
television, Gene Accas, TvB di- 
rector of operations, told a recent 
NARTB regional meeting: “Di- 
versification does not mean 
astronomical expenditures. .. . 
Of fundamental importance is 
the establishing of franchises and 
achieving advertising exposure 
throughout the broadcast day, 
throughout the broadcast week 
and through the use of a variety 
of television vehicles.” 

“The basic media advantages 
of television,” he continued, “of 
demonstration of double impact 
on the eye and ear and, most im- i - 
portantly, of the tremendous time a demand 
spent with the medium, are be- 
ing exploited most effectively by ' 
the experienced advertiser who 


diversifies his television network : é mats 
advertising and in so doing vast- (fee. 


ly increases his selling.” 


Toys” which appeared in your July > finest 
1956 issue. 


Mary J. STAHL 
White Advertising 
Tulsa 


who 














Note: All of the product group stories are 
available in reprint form. An advertisement 
in this issue lists the groups covered. 


im the EAST it’s... 


Timebuyers List [a se 
May I have two reprints of the ‘ ‘ —— - =H J 
Timebuyers List that you published in : \ ( - Va a 
a recent issue of TELEVISION AGE. | os y | it i *® 
KENNETH E. CHERNIN | § [ la 
WFIL-TV | [I " 
Philadelphia 


Note: Lists are available at 20¢ each. 


Agency Omitted 


ale FILM ) INC./ 


We noticed in your September issue 
our agency was omitted from the ros- 
ter of timebuyers in Memphis. . . . our 
25-year-old agency has been in tele- 
vision since producing the first com- 
mercial program in Memphis. Time- 
buyers are Betty Kirk, Robert Cooper 
and Homer Gentry. 


| 
MERRILL KREMER INC. | 





ed 


Homer Gentry 
MOVIELAB BLDG 619 W 54th St.,N.Y.C.19 + JUdson 6-O360 


Memphis, Tenn. 
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wire sno reno me vrs TELE-SCOPE 


PM Considering Network Again 

With the send-off for new brands and packages well 
under way, Philip Morris is once again in the market for 
a network show. Says PM president O. Parker McComas: 
“The reasons for not using network have disappeared. We 
are considering some network shows, have our fingers 
crossed on one kinnie right now.” There'll be no action 
taken, however, till the new year. Without a network show 
since dropping / Love Lucy in 1955, the company’s cur- 
rent tv activity is in spots for its various brands and the 
CBS pro-football line-up for Marlboro. Reports that the 
company will buy into the Wednesday-night fights on 
ABC are emphatically denied. 


Spot Billings Off 

National spot billings for the third quarter of 1956 will 
show a decided drop from those in the second quarter. 
The Television Bureau of Advertising estimated second- 
quarter totals at $105,584,000 gross, which was an increase 
of $5 million over the first three months of the year. The 
exclusive TV AGE Business Barometer has shown decreases 
in spot billings for both July and August and, while the 
September Business Barometer reports have not been re- 
ceived, it is expected that the increase in September over 
August will be smaller than the 16 per cent of last year. 
Based on these reports, TV AGE expects spot billings for the 
third quarter to be down around 20 per cent. This would 
put the quarterly total gross national spot television bill- 
ings in the area of $85 million. 


But Spot Will Hit New High 

In spite of the sharp drop in national spot gross billings, 
this division of television is still expected to set new highs 
for the year. The fact that the drop came at a time when 
spot billings were at an all-time peak leaves the total up 
even after the decline. In addition, a sharp pick-up in spot 
may be expected in the final three months of the year. 


Coca Cola Giving Up Fisher 

The Coca Cola Co. will be giving up sponsorship of its 
network program, The Eddie Fisher Show, in early 1957. 
It is not yet known whether the company will continue in 
tv with another show, put all of its broadcast money in 
spot, or cancel out tv entirely. The decision is expected 
before this year is over. 


Tv for Department Stores 

Department stores interested in taking advantage of the 
Television Bureau of Advertising’s no-cost offer to help 
them plan their television campaigns should get in touch 
with TvB director of retail sales Howard Abrahams at 
once. Plan, just being instituted by TvB, came as a result of 
successful campaigns mapped out by the bureau for Sibley, 


Lindsay and Curr in Rochester and McLean’s in Bingham- 
ton. Sales increases in both stores were directly attributed 
to the television campaigns. 


AGA Still Shopping 

The American Gas Association, through Lennen & 
Newell, Inc., N. Y., is still searching for a network tele- 
vision program. The Association, which has $244 million 
to spend on the “right kind of prestige show,” is taking 
hard and careful looks at several likely packages. Involved 
in the program search are Daniel M. Daley Jr., vice presi- 
dent and account executive, and Francis Barton, vice 
president and tv-radio business manager. 


British Tv Bargains 

Britain’s television “contractors” have been quick to 
adopt the U. S. plan of frequency discounts for commer- 
cials. September’s Television Bulletin (published by Alfred 
Pemberton, Ltd.) points out that an appropriation of 
£31,000 ($86,800) will buy a 60-second spot a week in 
London at peak viewing hours for a period of one year 
with a discount of £7,800 ($21,840). With this discount 
the advertiser can virtually pay for a 52-week campaign of 
15 seconds a week in “C” time in the Midlands. (For a 
discussion of British tv see “Culture vs. Commerce” on 


page 38.) 


Shaffer at Fletcher Richards 

Keith B. Shaffer, formerly head timebuyer at Erwin, 
Wasey & Co., Inc., N. Y., is now stationed at Fletcher D. 
Richards, Inc., N. Y., where he has been given multiple 
assignments: program development, station relations and 
network buying. As yet there is no timebuying replace- 
ment for him at Erwin, Wasey. 


L & N on Vel January 1 

Lennen & Newell, Inc., N. Y., which has garnered the 
Colgate-Palmolive Co.’s Vel Powder and Vel Liquid 
advertising, doesn’t expect really to take hold of the ac- 
count until the first of the year. Presently supervising 
acquisition activity on the account is Henry W. Lowe, 
senior vice president and management account supervisor. 


Spots for World Fair 

The United States World Trade Fair, in which over 40 
nations will be represented, will take place in New York 
from April 14 through April 27, 1957. The plan now is to 
use tv spots along with other media to promote this expo- 
sition. Campaigns will be placed three weeks before the 
start of the fair in markets in New Jersey and Connecticut 
as well as in New York. Reach, Yates & Mattoon, Inc., 
N. Y., is the agency, Norman Gladney is in charge of the 
account. 
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This IS OUR MINUTE IN TIME. 
It may not come again. 


This is our minute to think, not to dream. 
To speak, not to listen. To lead, not to follow. 


Each of us — you, your family, your friends and 
neighbors, can . . . must do something to fill 
this minute with greatness. 


Soon our country will select its leadership fe 
for the next few years. It is important that we select \K 
wisely. It is important that each of us register 

a choice by voting. But voting alone is not enough. 


ORL Nm 2 pean anata, grange eR 


Let’s do something more. Because only by 
“something more” can our leadership be made 
truly wise and this minute made great. 


Our duty and our privilege are simple. 
We need Faith — 


To bring God to the Halls of Government; to 
restore Him to the Councils of Business; to 
return Him to the Front Room of Life. Let’s do as 
wise men of old have always done. Let’s 

spend our minute with God. 


And as we reach for the ballot or the voting 
machine lever ... let’s reach into our hearts and 
find a prayer. Then, truly, this minute... 

our minute... will be great, that peace and 
happiness may visit our children. 


ti soa 


yen 








For free copies of the article, ‘Our Four Great Faiths," 
and reprints of this advertisement, write J. B. Shores, Director, 
Employe-Public Relations, Texas and Pacific Railway, Dallas, Texas. 


TEXAS AND PACIFIC RAILWAY 
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Business barometer 


Network billings showed the biggest increase in August over those in July that 
they have in the past three years, according to the 35th monthly 
Business Barometer study. 














The exclusive TELEVISION AGE report indicates that network business was up 
6.1 per cent in August as compared with July. (See chart on this page.) 








A year ago network billings were up in August but only by 1.1 per cent. In 
1954 they had increased by 2.2 per cent. 





In September last year network totals were up 8.2 per cent and in September 
1954 they jumped 7.7 per cent. Whether or not the increase in September 
this year is as great must remain for the next Business Barometer 
report to discover. (The network study will be carried in the 
December 3rd issue of TV AGE.) 











NETWORK BUSINESS 
The unusual growth in network billings is a re- 


flection not only of vigorous Selling by 


CBS-TV and NBC-TV but of the continued ad- 100 
vances made by ABC-TV. With the hitherto | 95 
"third network" battling for business as 1956 90 
well-as for clearances in two-station 


markets, unusual gains in total billings 
seem inevitable. 80 





March April May June July August 














In addition to the vigor of ABC-TV, higher network 70 


billings must be credited basically to the 65 
increasing Stature of televiSion as an 60 
advertising medium. The desire on the part 1955 - 


of both large and medium-sized national 
advertisers to cash in on network pro- 
gram popularity, coupled with a continued 
favorable economic climate, has been 10 


an important contributing factor. |_| 35 

} 30 

By station classification the August study in- 1954 25 
dicates that the smallest stations (those | 20 

with billings under $500,000) improved 1s 

their totals in this department 


even more than the national average 
during August. 




















Next larger stations, those with billings between $500,000 and $1 million, 
were slightly over the average. 





Stations with billings between $1 and $2 million were also over the national 
figures, some even double that average. 





Bigger stations, those with billings between $2 and $3.5 million, were under 
the average, according to the Business Barometer reports. 





Largest outlets, those with billings above $3.5 million, were also under the 
figures for the entire country. 





The Business Barometer report for spot and local billings will appear in the 
November 19th issue of TV AGE. 





The copyrighted reportS are prepared from percentages which are furnished to 
the editors of the magazine by Dun & Bradstreet. That firm prepares 
these percentages from figures sent to them by television stations 
in all sizes and types of markets in every part of the country. 
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You Might Play in 52 World Series Games*— 


BUT ... You NEED WKZO-TV 
THE MARCH, Ate asrort cxeprrs wezo-y = TO BREAK RECORDS IN 






































AMERICAN RESEARCH BUREAU ¥ ; ! 
RICAN RESEARCH BUR KALAMAZOO-GRAND RAPIDS! 
GRAND RAPIDS-KALAMAZOO WKZO.-TV is the Official Basic CBS Television Outlet for 
Number of Quarter Hours Kalamazoo-Grand Rapids and Greater Western Michigan. 
with Higher Ratings With 100,000 watts on Channel 3, WKZO-TV serves one 
Mendey Tawe fed : of America’s top-20 television markets— more than 600,- . 
oie pamipaietad WKZO-TV ee “** TV homes in 29 Western Michigan and Northern 4 
8:00 am to 6:00 pm 136 61 Indiana counties! 
6:00 pm to 11:00 pm 87 13 The March, 1956, ARB Report shows that WKZO.-TY is 
by far the favorite station—not only in Kalamazoo and 
Saturday and Sunday Grand Rapids, but also in Battle Creek and Muskegon! 
- p 32 
SOS am to 13:28 pm 72 Monday thru Friday it’s first in 123% more daytime 
NOTE: Survey based on sampling in the following propor- quarter hours than Station B . . . first in 569% more night- 
tions—Grand Rapids (44.8%), Kalamazoo (19.8%), Battle time quarter hours. On Saturday and Sunday, it’s first in 
Creek (18.3%), Muskegon-Muskegon Heights (17.1%). 123% more quarter hours. 


100,000 WATTS e CHANNEL 3 @ 1000’ TOWER 


She Felver. lati 

She Fe yer Stations 

WKZO-TV — GRAND RAPIDS-KALAMAZOO eS 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 

WJEF RADIO — GRAND RAPIDS 

WAJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN-TV — LINCOLN, NEBRASKA 


Kalamazoo-Grand Rapius 
and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 





wr Wnty 





Associate: 


1d with 
WMBD RADIO — PEORIA, ILLINOIS 


*Phil Rizzuto of the New York Yankees holds this all-time major league record. 
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Cash plans expanded TvB . . . . . page 27 


Treyz praises team left behind . . . . page 27 
Uhf boom in Buffalo ..... . . . page 29 


TVB BRANCH OFFICE. Among the 
Television Bureau of Advertising’s 
expansion plans are a branch office 
and additional personnel in the New 
York office. 

The plans were revealed to TV AGE 
by the Bureau’s new president, Nor- 
man E. “Pete” Cash, who was ap- 
pointed top man by the board of 
directors last month to fill the post 
left by Oliver Treyz when the latter 
moved to ABC as head of the tv net- 
work. 

“TvB in 1957 will expand its sales, 
research and promotion operations,” 
says Mr. Cash. “Based on widening 
experience with advertisers and agen- 
cies, the Bureau will continue its 
measurement of television’s growth by 
the yardsticks of circulation, advertiser 
investments and advertiser success. The 
development of new services for the 
advertiser will be implemented by 
staff expansion. 

“The establishment of a branch 
office is projected, the purpose of 
which is to begin to provide ‘cover 
from within’ which would vastly mullti- 
ply the TvB man-days in the field. 
This addition 


of front-line troups 


OLIVER TREYZ 


. . « left capable team . 


NORMAN E. CASH 
. . . TvB will expand sales . . . 


would necessitate expansion of behind- 
the-line support, and in this respect 
the Bureau will add to its New York 
personnel, since the requirements for 
follow-up, special presentations and 
research to serve more advertisers 
truly anxious to employ the sales force 
of television are increasing daily.” 

It’s reported that the ranking city 
under consideration for the TvB 
branch is Chicago, with Detroit, Los 
Angeles and San Francisco also in 
the running. 

The Bureau, says Mr. Cash, also 
hopes to launch the first phase of what 
it hopes to be a thorough study of 
the relationship between many con- 
sumer-product markets and television 
viewing. Based on the success of the 
study, TvB would be uniquely equip- 
ped to present to top advertisers pre- 
viously unavailable information rela- 
ting the market for a product to the 
television habits of the families com- 
prising that market. 

“In short,” says the new president, 
“TvB will determine and pin-point the 
television ‘key’ to various product line 
markets.” 

Mr. Cash was TvB’s first staff ap- 


pointment. He joined the young or- 


mwvruros Newsfront 


ganization in December 1954, follow- 
ing Mr. Treyz over from ABC, At the 
network, Mr. Cash was eastern sales 
manager. He became director of sta- 
tion relations at TvB and has been 
the senior executive of the organiza- 
tion since that time. 

Before joining ABC, he was director 
of station NBC and 
general sales manager of the Crosley 
Broadcasting Co. 

Mr. Treyz’ sudden departure from 
the Bureau to return to ABC happened 
coincidentally with the resignation of 
Robert Kintner, ABC president, and 


the temporary stepping-in of Leonard 


relations for 


H. Goldenson, president of American 
Broadcasting-Paramount Theatres, 
Inc., until a successor for Mr. Kintner 
is named. 

Until 20 months ago, Mr. Treyz was 
director of research and sales develop- 
ment for ABC and then director of 
the radio network. He resigned to be 
founding president of TvB. Under his 
direction, the Bureau has grown ra- 
pidly from a small charter member- 
ship to include 212 stations, 15 station 
reps and all the networks. 


NO INTERRUPTION. Asked why he 
had left the Bureau on slight notice 
after building it to an industry force, 
Mr. Treyz said he was certain that 
TvB was now strong enough and had a 
man on the team who could take over 
without interrupton. 

It’s safe to presume that one of the 
big reasons why ABC called Mr. Treyz 
back in a hurry is his insight into 
the sales potential and the sales prob- 
lems of television, plus his many 
agency and advertiser contacts built 
up through his 20 months as head of 
TvB. Some directors of ABC-TV, it’s 
said, feel that sales have not progres- 
sed as rapidly as they should, in the 
light of current demands for network 
tv time. 

Nevertheless, the resignation of Mr. 
Kintner comes as the network is doing 
better financially than at any other 
time in its history. In the first eight 
months this year, ABC’s tv billings 
totaled $50,855,477, an 
almost 80 per cent over the total for 


increase of 


(Continued on page 29) 
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The Timebuyer asks... 


DOES KTRK-TV OPERATE AT FULL POWER? 





=— 





A GOOD QUESTION 


that every smart timebuyer must know about every station 
he buys. Power, height of tower, lack of interference, and 
general data on terrain make up the coverage story . . . 
the basic story of every buy. 


TED BATES & COMPANY, Inc. timebuyer, Bill Kennedy, 
and Edward Kenefick, George P. Hollingbery Co. man, 
national representatives for KTRK-TV, discuss channel 13 
coverage in the Gulf Coast market. 








KTRK-TV OPERATES AT FULL POWER, 
316,000 watts, from the most rugged tower and antenna 
ever built for television, and at a height of 1,049 feet 
above sea level. A permanent, steel-frame, concrete build- 
ing houses transmitter equipment, complete facilities, sets, 
and studio space for extended temporary emergency op- 
eration, and the transmitter supervisor and his family. 

Located just the proper distance from metropolitan 


a se 


7. 2 


Houston, channel 13’s transmitter insures a non-saturated 
city signal and clear, powerful, reliable picture farther 
to the outer fringes of the Gulf Coast area. 


COR ee 


~~ 
w 


Complete lack of freedom from over-lapping channel 
interference . . . Diesel-driven auxiliary power supply . . . 
continual dual-Microwave signal—these features assure 
the viewer a quality picture and advertisers the fullest 
market coverage. Add the KTRK-TV plusses—exceptional 
local programming and ABC’s big, biG plans—and you 
have the permanent, lasting factors that have made 





KTRK-TV the best television buy in Houston! 


KTRK-TV 


The Chronicle Station, Channel 13 
P. O. Box 12, Houston 1, Texas — ABC Basic 


Houston Consolidated Television Co. 
General Manager, Willard E. Walbridge 














‘0 Commercial Manager, Bill Bennett 
National Representatives: 
Geo. P. Hollingbery Company 
Ge 500 Fifth Avenue 


New York 36, New York 
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News (Continued from page 27) 

all of last year. In the year before its 
merger with Paramount theatres, Inc., 
the network grossed only $18,353,000. 
For two years after the merger, the 
network reportedly operated at a loss, 
moving into the black a year ago. 

The rise in billings and profits, 
along with programming prestige and 
a somewhat improved affiliate situation, 
prompted Mr. Kintner a year ago to 
state that 1955 had seen the end of 
the television duopoly, that a third 
major network was soundly estab- 
lished. 

The affiliate and clearance problem, 

one that has long plagued the third 
network, was de-emphasized by ABC- 
TV’s new head. He says he considers 
it currently not as much of a problem 
as it might be and one that has been 
over-played recently in the trade press. 
He feels the situation has been eased 
somewhat by the purchase of uhf 
stations in some markets by other net- 
works. 
UHF BIG IN BUFFALO. There are 
some 180,000 uhf-equipped tv sets in 
the coverage area of wBUF Buffalo, 
N. Y., the new NBC-owned station. 
When NBC took over the “u” in De- 
cember 1955, there were only 105,000 
ultra high frequency sets in Buffalo 
and the Niagara Frontier. 

Reason for the surge that will soon 
double uhf coverage is, of course, the 
network’s touted three-month promo- 
tion, Project 17, which went in with 
a budget of $100,000 but wound up 
with a lot of exploitation mileage for 
a good deal less than that appropria- 
tion. 

During the drive, events and stunts 


aw. 





ad 


Charles R. Denny, NBC 
dent, on the 1921 American-La France 
pumper which was designated Honor- 
ary Engine Company 17 in Buffalo. 


Vice Presi- 


ae ‘ eldest 





7%, d 


Charles C. Bevis Jr., general manager of wBur, the NBC Owned television sta- 
tion in Buffalo, with the six finalists in the station’s “Miss Channel 17” contest. 


included a Labor Day Safety Spec- 
tacular that attracted 75,000 persons; 
an area-wide beauty contest; news- 
paper supplements; dealer and distrib- 
utor meetings with an NBC team, and 
a roving American-La France fire en- 
gine, vintage 1921, which was named 
Engine Company 17 
(wBUF’s channel designation) by Buf- 
falo Fire Commissioner William Daly. 

Besides this, there was the climax 
dedication of the station’s new $1,500,- 
000 center, making wBUF the nation’s 
most elaborate uhf operation. 

The extended fanfare had the added 
impetus of formidable tv programming 
moved over from wer-Tv, NBC’s for- 
mer Buffalo affiliate. Among tempting 
specials were the World Series and the 


Honorary 





TvB Co-op Dept. 


The importance of co-op to 
television has not been over- 
looked by the Television Bureau 
of Advertising. A Co-op Depart- 
ment, managed by Lisa Gentry, 
keeps stations informed on the 
latest advertiser plans. 

The job of the TvB Co-op De- 
partment is to contact manufac- 
turers on their activities and 
services offered. This 
tion is then disseminated to TvB 





informa- 


member stations in a regular 
newsletter. Stations also are ap- 
prised of special promotions that 
lend themselves to co-op use. 
This newsletter explains 
what the manufacturer is trying 
to accomplish. (See “Tv and 
Co-op,” page 31) 


also 











start of the NCAA football telecasts. 


BOOM IN CONVERTERS. Buffalo 
set-dealers are as happy as the network 
with results of the big stir. Hank 
Shepard, special projects director of 
NBC-owned stations, says dealers re- 
port uhf converters are moving across 
the counter as fast as they are laid in. 
And there are no new sets available in 
the market now that don’t have the uhf 
band. 

Because of local cooperation, NBC 
was able to stage the eight-hour Safety 
Spectacular with a slim outlay of 
$1,000 for fireworks. 

The show included trick riding by 
horsemen of the Erie County sheriff's 
mounted patrol; championship play- 
the Buffalo Police Athletic 
League’s baseball series; a_ bicycle 
rodeo; the Buffalo police band and 


offs in 


drill team; a massive land-sea-air 
rescue demonstration by the sheriff's 
department (boats, aircraft, skin 


divers and ambulances taking part) : 
arrival of the beauty-contest winner by 
Bell helicopter, and a vast demonstra- 
tion of fire-fighting techniques by the 
Buffalo fire department. 

The fire engine which gave WBUF a 
colorful promotion gimmick and a 
handy fire-safety public-service peg 
was acquired through rather unique 
circumstances. NBC bought the engine 
from Pete Schaeffer of McCann-Erick- 
son, who had it stashed at his home 
in Rye, N. Y. The agency man won the 
engine in a contest sponsored by Holi- 
day magazine. 

“He was willing to sell it,” 
Hank Shepard, “because he already 


had one.” 


says 
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...NOT SEVENTEEN? 


YES...WBRE-TV does have 
a 17 County Coverage 















But what good is coverage without consistent picture 





quality? Without the highest audience ratings and 
without the best day or night programming to pene- 
trate this vast Northeastern Pennsylvania market? 


That WBRE-TV and only WBRE-TV has all four of these: 
COVERAGE ... AUDIENCE ... RATINGS... 
and PROGRAMMING consistently, is a mattey of 


national record. 


SE A. 


2... Fs. 


Today there are 17 or more kinds of Zebra 
with stripes of varying widths and colors. 
Very confusing to the eye, making them 
least attractive of all four hoofed animals. 








an 9G BASIC BUY : National Representative : The Headley-Reed Co. TV Channel 28 
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Television has never scored 
a direct hit in this 


O ne of the oldest and most basic forms of 
advertising—co-op—is begging for adoption 
by television, the newest of media. 

Not that tv has been completely by-passed in 
overall co-op plans—on the contrary, tv long ago 
earned its co-op spurs, and today a mounting list 
of manufacturers makes provision for the visual 
medium. It’s just that, oddly enough, literally 
millions of dollars in advertising every year are 
being diverted from the tv cameras to print. And, 
in the words of an advertising manager of one of 
the larger soap-and-detergent firms, “Tv has itself 
to blame. The industry [referring to stations] has 
been complacent. There has been no conscientious 


important classification 


effort to solicit this business.” 

Co-op, in a very real way, is the backbone of 
advertising. Its history goes back to the patent- 
medicine days. And while its past is impressive, 
its future is even more important. According to 
Television Bureau of Advertising estimates, about 
$1.4 billion will be spent on all kinds of co-op 
this year, by all levels of distribution, from the 
manufacturer to the distributor to the dealer. More 
than half of this, between $700 and $800 million, 
will involve manufacturer expenditures. This over- 
all outlay compares with about $1.2 billion spent 
in 1955. 


So it’s easy to see that co-op is a very thriving 


November 5, 1956, Television Age 


3l 








facet of the entire advertising picture. 
Simply defined, it is a means by which 
manufacturer, distributor and dealer 
pool their resources in an advertising 
venture that has but one purpose: to 
achieve brand recognition at the point 
of sale on the local level. There is 
hardly a manufacturer, whether big 
or small, who has not used this form of 
combined promotion on his way to 
the top, or as a way of meeting and 
bettering the competition. 

Co-op actually has two basic forms. 
With the so-called horizontal type, a 
group of manufacturers or processors 
get together to promote an idea, like 
the purchase of wool, cotton or tea. 
The second kind, and much more im- 
portant commercially, is the ‘vertical 
form, wherein the manufacturer, dis- 
tributor and dealer cooperate to pro- 
mote a product or service. 

With co-op firmly established as an 


TV Co-op 
Advertisers in 


the U.S. 


The following is a list of almost 
200 advertisers in the U. S. who 
rely on tv co-op. While the list is 
extensive, it is by no means com- 
plete. The commercial tv material 
that advertisers make available and 
the method of dividing the costs 
are listed in that order. In many 
cases, the only provision for split- 
ting the expense is a flat per- 
centage allowance on dealer or 
distributor purchases. While in- 
= formation here came from author- 
itative sources there may be cases 
where data no longer apply be- 
cause of changed company policy 
or for some other reason. 


Adam Hat Manufacturers. No com- 
mercial material. 50/50 up to 5% of 
dollar volume of shipments to dealer. 


Admiral Corp. Written continuity. 
50/50 with distributor who makes own 
arrangements with dealers. 


32 November 5, 1956, Television Age 





ATV for Frigidaire 


integral part of any yearly promotion 
or merchandising effort, just where 
and how does television fit in? 
Recent estimates show that of all the 
manufacturers who use combined pro- 
motion, 50 per cent employ or make 
provisions for tv. The importance of 
television to the co-op advertiser has 
grown steadily since the early days of 
video. All signs point to its increasing 
acceptance, especially when certain 


Amana Refrigeration, Inc. 1-minute 
film commercials. 50/50. 


American Character Doll Co. 1- 
minute and 45-second film commer- 
cials. Retailer pays time charges. 
Company often places national spot in 
individual markets and provides re- 
tailer with local tie-in material. 


American Houses, Inc. ( prefabri- 
cated houses). Scripts. Individual 
basis. Tv is approved for all areas, 
although it has been found to work 
best in smaller cities for their purpose. 


American-Marietta Co. \-min. and 
20-second film commercials. Manufac- 
turer pays per cent of net purchases. 


American Motors Altorfer 
Brothers Co. Div. (ABC appli- 
ances). 1-minute and 20-second film 
commercials. Dealer makes arrange- 
ments for funds with distributor. 


American Radiator & Standard 
Sanitary Corp. Air Conditioning 
Div. Film commercials. 50/50 on per 
cent of purchases to distributor only. 
Distributor works out arrangements 
with dealers. 





basic problems are overcome. These 
include the task of dealer education 
and the need for an aggressive selling 
job at the local-station level. This 
business must be solicited in much the 
same way that newspapers assign sales- 
men to bringing it in. 

Advertisers are very enthusiastic in 
their appraisal of television, particu- 
larly those who have had some ex- 
perience with video either on the 
national, regional or local level. Their 
problem is in transmitting some of this 
enthusiasm and know-how to the deal- 
er and/or distributor, who in the final 
analysis has the last word on the 
choice of medium, and even the sta- 
tion, in the case of television. 

By far the biggest block of manu- 
facturers who use tv co-op is the ap- 
pliance-maker group, members of one 
of the most fiercely competitive in- 
dustrial families. These manufacturers 


American Safety Razor Corp. 1- 
minute film commercials. 10% of pur- 
chases to chain, food & drug stores. 
Company prefers April and August for 
drives. 


American Sta-Dri. 1-minute and 20- 
second film commercials. Arranged 
through distributor. 


Anahist Co.’ 1-minute film commer- 
cials. 5% of purchases. 


Armour & Co. (Household Soap 
Dept.). 1-minute film commercials. 
Per case allowance. 


Armstrong Cork Floor Div. Slides, 
films, special scripts prepared on re- 
quest. Company does not participate 
financially. 


Armstrong-Norwalk Rubber Corp. 
(auto accessories). |-minute open- 
end and 20-second film commercials. 


50/50 up to 244% of purchases. 
Atlantis Sales Corp. (spices). 


Based on retailer’s dollar buy. 


S. Augstein & Co. (Sacony fash- 
ions). None. 50/50. 














understand well the meaning of “brand 
recognition at the point of sale on the 
local level.” 

Other active users of video co-op 
are auto makers, auto accessories (gas, 
oil and tires), paints and varnishes, 
insurance firms, shoe companies, farm 
equipment, cosmetics, toys and dolls, 
apparel, ladies’ undergarments and 
accessories, household products and 
food. Some recent additions to the 





Van Praag for Bulova 


Avco Mfg. Corp. American Kitch- 
ens Div. 20-second to 5-minute film 
commercials. Per cent of purchases to 
distributor only. 


B. T. Babbitt, Inc. (Bab-O & 
Glim). 1-minute and 20-second film 
commercials and live scripts. Reim- 
bursed on basis of cases purchased. 


Barreled Sunlight Paint Co. 15- 
second film commercials and slides. 
50/50 between manufacturer and dis- 
tributor, who makes 
with dealers. 


arrangements 


Beltone Hearing Aid Co. 1-minute 
prepared scripts. Individual basis. 


Hazel Bishop. 1|-minute and 20-sec- 
ond film commercials. Varies. 


Blackstone (washers, ironers and 
dryers). 1-minute film commercials. 


50/50. 


Block Drug Co. ( Ammident tooth- 
paste). 1-minute and 20-second film 
commercials. Special arrangements in 
connection with promotion. 


Block Drug Co. (Nytol). 1-minute 
and 20-second film commercials. Spe- 
cial arrangements are made in connec- 
tion with promotion. 


growing list of tv co-op users point up 
the expansion into this medium by 
old-guard print users. Among these 
are silversmiths, dressmakers and 
sports-goods manufacturers. 

In the case of silversmiths, the Gor- 
ham Co. instituted a tv co-op plan last 
February, offering dealers three one- 
minute commercials and splitting the 
costs 50-50. The company reported 
that the vigorous response by dealers 
left them unprepared for demands. 

Co-op plans are about as varied as 
the advertisers who use them. There is 
an essential personal quality about this 
form of advertising that sets it apart 
from the usual national campaigns. As 
a matter af fact, in many instances co- 
op doesn’t come under the purview of 
the company advertising manager, but 
rather that of the promotion or mer- 
chandising manager, who is more ex- 
pert in dealer relations. 


B&M Corp. (aluminum awnings, 
lawn umbrellas ). 1-minute film com- 
mercials. Dealer allowed 3% of pur- 
chases. Tv use encouraged. Company 
recommends dealer spend 6% of retail 
sales volume in advertising. 


E. J. Brach & Sons (candies). 
Scripts for live delivery. Per cent basis 
of total purchases. 


Breast-O’-Chicken Tuna Inc. Films 
from 6-seconds to 1 minute. 50¢ per 
case. 


Brentwood Sportswear. 
30-second, 15-second film commercials, 
plus copy for live commercials. No 
financial participation. 


1-minute, 


Bridgeport Brass Co. Copperware 
Div. (kitchen utensils). 1-minute 
and 10-second film commercials. 50/50 
up to an established amount of time. 


Bristol-Myers Products Div. 1-min- 
ute and 20-second film commercials. 
Depends on promotion: may be flat 
dollar expenditure or based on cases 
purchased. 





Playhouse for Ford 


Almost without exception, each man- 
ufacturer has a plan that varies to 
some extent from another. Even within 
the same industry, plans have differ- 
ent approaches. 

Basically, however, co-op has cer- 
tain characteristics that are common 
to all plans. In the first place, almost 
all pooled promotion is guided by a 

(Continued on page 34) 


Bristol-Myers Products Div. 
(Ipana, Mum & Vitalis). 1-minute 
and 20-second film commercials. De- 
pends on promotion: flat dollar ex- 
penditure or by the case. Tv co-op for 
special promotion only. 


Browning Arms Co. Film commer- 
cials, provide copy and work with 
dealers. No financial participation. 


Bulova Watch Co. innumerable film 
commercials from 20-seconds to 2- 
minutes. Scripts written according to 
individual need for live local shows. 


Jeweler pays time charges. 
Butler Mfg. Co. (steel beds ). None. 
50/50. 


The B.V.D. Co. 1-minute film com- 


mercial. No financial participation. 


California Oil Co. (Calso). 1D 
slides and scripts and film commer- 
cials. 50/50. Each request considered 
on individual basis. 


(Continued on page 34) 
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Transfilm for G.E. radios 


Co-op (Continued from page 33) 


contract among the manufacturer, the 
distributor and the dealer. Sometimes 
the manufacturer pays a flat percent- 
age allowance on purchases for local 
promotion, which the distributor 
and/or dealer can spend in any way 
that is stipulated in the contract. These 
percentage allowances can generally 
range from 1 per cent to 10 per cent. 


Co-op (Continued from page 33) 


California Packing Corp. (Del 
Monte). None. General promotion 
allowance given: 10¢ per case on some 
products, 5¢ per case on others. Dis- 
tributor delivers check to dealer every 
quarter. 


Carrier Corp. (air conditioners, 
etc. ). Film commercials. Dealer 50%, 
distributor 25%, company 25%. On 
advertising where no dealer name or 
signature appears, company 


50/50 with distributor. 


shares 


Chattanooga Royal Co. (barbecue 


grills, etc. ). None. 50% up to 1% of 


net amount of invoices. 


Chrysler Corp. (Dodge Div.). 
Slides, 10-second, 20-second and 1- 
minute film commercials. Dealer Co-op 
Advertising Fund maintained at fac- 
tory, based on dealer’s unit purchases. 


Cities Service Oil Co. 1-minute and 
30-second film commercials, plus live 
commercials for specific programs. 


50/50. Co-op for distributor only. 


Clay Equipment Corp. (farm 
equipment ). Slides. 50/50 with ex- 


clusive dealers only. 
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One of the plans of International 
Shoe Co.’s Sundial branch, for ex- 
ample, allows up to 3 per cent of net 
purchases. 

in many instances, the taree levels 
of distribution split up the cost of a 
campaign percentage-wise, as in the 
case of Motor Products Corp. (deep- 
freezers), which contributes 40 per 
cent, while the dealer pays 50 per cent 
and the distributor 10 per cent. Often 
the costs are split on a straight 50-50 
arrangement between two of the three 
distribution levels. 

A variation of this type of plan has 
the manufacturer splitting promo- 
tions 50-50 with either the dealer or 
distributor up to a certain percentage 
of purchases. Dutch Boy paints, for 
example, co-ops with the regular dis- 
tributor 50-50 up to 2 per cent of pur- 
chases. 

Other co-op arrangements find the 





Clorox Chemical Co. Scripts and 
copy. Six cents per case. 


Cluett, Peabody & Co. (Arrow 
shirts). 1-minute film commercials, 
slides for voice-over spots. Dealer pays 
time charges. 


Columbia Diamond Rings. 1-min- 
ute film commercials and slides. 


Congoleum-Nairn, Inc. (floor cov- 
erings & tile). Film commercials. No 
financial participation. 


Corn Products Refining Co. Pre- 


pared on request. Per case allowance 
for both dealer and distributor. 


Crane Co. (plumbing & heating 
materials). 1-minute, 30-second and 
20-second film commercials and slides. 


50/50. 


Cribben & Sexton Co. (Universal 
gas ranges). 2-minute, l-minute and 
30-second film commercials, plus 
scripts. Worked out individually with 
dealer, depending on sales volume and 
other factors. 

Crosley (tv-radio sets). Continuity. 
50/50. 


manufacturer paying the bulk of the 
time costs, but ignoring any talent or 
production charges. Warner Brothers 
Co. (girdles and brassieres) will pay 
50 per cent of the time costs, while 
Dr. Pepper Co. (soft drinks) at times 
will carry up to 85 per cent of the 
time charges. 

One of the most fundamental co-op 
plans is tnat ottered by many food 
companies. These concerns allow so 





Playhouse for DeSoto 


Cudahy Packing Co. 1\-minute film 


commercials. 10 to 30¢ per case. 


Helene Curtis (toiletries ). 1-minute 
film commercials. Per cent of net pur- 
chases. 


Davenshire, Inc. (Shire-Tex 
slacks). 1-minute film commercials. 
No financial participation. 


Dayton Rubber Co. (tires, auto 
accessories). Scripts. 50/50 up to 
varying per cent of purchases. 


Desco Shoes. Continuity. 50/50 up to 
3% of net purchases. 


Detecto Scales, Inc. None. Individual 
basis with retailer. 


Dictograph Sales Corp. Acous- 
ticon Div. (hearing aids). Scripts. 
Per cent arrangements varying with 
promotion. 


Dr. Pepper Co. (soft drinks). 1- 
minute, 20-second and ID cartoon 
commercials. 50/50. In some cases 
company pays 85% of time. 


Doeskin Products. 1-minute film 
commercials. Division of cost varies. 











much for each case purchased. Van 
Camp Sea Food Co., which spends 
about $1 million in co-op yearly, pays 
dealers 25 cents per case on quarters 
and 50 cents per case on halves. 

The importance of certain markets 
compels manufacturers with more 
specialized lines to throw the weight 
of their support in particular areas 
and almost ignore others. Evinrude 
Motors Division pays almost 100 per 
cent of the cost in the 100 best mar- 
kets, but will not participate financially 
in others. 

There are also many advertisers who 
will not participate financially at all. 
Some of the biggest tv co-op users fall 
into this category. Their big contri- 
bution is in the commercial material 
they. make available for dealer and/or 
distributor use. Some of the co-op 
users that follow this practice are 
Bulova, Congoleum-Nairn, Simmons 


Duff Baking Mix Corp. Suggested 
scripts. Have found that retailers pre- 
fer to work out their own material. 
Funds available for special promo- 
tions. 


Allen B. Du Mont Labs. (tv sets). 
Continuity for local adaptation. 50/50 
between manufacturer and distributor. 


Dutch Boy Paints. 1-minute film 
commercials. 50/50 with regular dis- 
tributor up to 2%. 

Effanbee Doll Corp. 1\-minute and 


20-second film commercials. Individual 


basis (size of market, sales potential 
of store). 


Elgin National Watch Co. 1|-minute 
and 20-second film commercials and 
slides. Manufacturer does not partici- 
pate in time costs, but furnishes films 
free. 


Emerson (tv-radio sets). Distribu- 
tor prepares films and/or slides accord- 
ing to manufacturer’s standards, Varies 
according to dealer-distributor ar- 
rangements, 










Transfilm for U.S. Rubber 


Co., W. A. Shaeffer Pen Co. 
Polaroid Corp., to mention a few. 
Auto companies, as a rule, work 
their co-op a little differently. A cen- 
tral advertising fund is established, 


and 


with each dealer receiving a certain}? 


amount of credits for each unit pur- 
chased. The dealer is free to draw on 

e . . §j 
this fund to the extent of his credits 


for whatever advertising medium he ¢ 


chooses. Generally, auto dealers in a 


Enterprise Mfg. Co. (Pflueger 
fishing tackle). Films for program- 
ming, run as serial or short spots, 
about fishing. No financial participa- 
tion. 


Eureka-Williams Co. (air-condi- 
tioning and heating equipment). 
Balop cards. 50/50. Tv use is written 
into contract, with no authorization 
needed if factory-prepared copy is 
used. 


Evans Case Co. (smoking acces- 
sories). 20-second trailers. 50/50. 


Evinrude Motors. Seven different 
film commercials, 50-second with 10- 
second open-end. Pays 100% of cost in 
100 best markets, but does not par- 
ticipate in other markets. 


Fairbanks, Morse & Co. (power 
mowers ). ID’s. 50/50. 


Fedders Co. (air conditioning ). 
Co-op advertising split 75/25. This 
company reportedly will spend about 
$2 million this year in co-op. 


Firestone Tire & Rubber. 50-sec- 
ond film commercials with 10-second 


open-end. 50/50. 


given area will pool their resources to 
gain more effective coverage. 

At times, manufacturers will alloca... 
special funds to push a particular iten., 
or at a special time of the year when 
the product is sold seasonally. Avco- 
Crosley, for example, set apart special 
tv funds to push its Custom V line. 
And Pacquin, Inc. (hand creams and 
lotions) allows 5 per cent of purchases 
from September until April, when na- 
tional campaigns are in 
Local drives must be held during this 
time. American Safety Razor Corp., 


progress. 


which allows 10 per cent of purchases 
to chain, food and drug stores, prefers 
April and August for local campaigns. 

Co-op is essentially 
handled at the local level. As a result 
of this, it is important to note that 


advertising 


all decisions as to choice of media and 
selection of stations are handled either 


(Continued on page 47) 


Florence Stove Co. 50- and 20-sec- 
ond film commercials with 10-second 


dealer tag. 


Frigidaire. 1-minute and 20-second 
film commercials. 50/50. All approvals 
for tv up to distributor, based on funds 
which accrue in area as a result of 
sales. 


General Aniline & Film 
Ansco Div. 
film commercials. No financial par- 


Corp. 
l-minute and 20-second 


ticipation. 


General Electric (dishwashers and 
disposall). 15-and 50-second film 
commercials. Set by local GE dealers. 


General Electric (electric blank- 
ets). 1l-minute and 20-second films. 
50/50. 


General Electric (electric house- 
wares, toasters, etc.). 1-minute and 
40- to 48-second film commercials. Be- 
tween manufacturer and distributor on 
two-thirds to one-third basis. 


General Electric Co. (room air 
conditioners). 1-minute and 20-sec- 
ond film commercials. 


(Continued on page 46) 
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Atwood 


year after the turn of the century, 
A a young gentleman named A. W. 
Erickson, who could have had no idea 
of what he was really starting, hung 
out a shiny new shingle over some 
infinitesimal desk space in a small of- 
fice building (since demolished) at 
127 Duane Street in New York City 
and proclaimed himself in the adver- 
tising business. As is often the case in 
such endeavors, Mr. Erickson’s hopes 
for his embryo agency were as high as 
his working capital was low. 

Five-and-a-half decades later, what 
Mr. Erickson started, now globally 
known as McCann-Erickson, Inc., 
stands as somewhat awesome evidence 
of the oaken mightiness that can be 
spawned by a pygmean acorn. The 
seed sown in a little office many Man- 
hattan blocks removed from Madison 
Avenue has today burgeoned into one 
of the three largest advertising agen- 
cies in the world. 

Consider total 1955 billings of $166 
million—and an estimated $200-mil- 
lion-plus for the current year. Consider 
broadcast billings that, for the first 
time in advertising history, alone ex- 
ceed the $100-million mark. Consider 
a network of 12 domestic and 24 over- 


Half of McCann-Erickson’s 


$200 million in world-wide billings 


go into tv and radio 


Blueprint for a giant 


seas offices in 15 countries, staffed by 
3,000 employes and servicing some 
140 U. S. and 500 foreign accounts. 

These considerations add up to 
something pretty spectacular, even in 
a field not particularly noted for con- 
servatism except in its wardrobe. And 
this spectacularity, which has _pin- 
wheeled McCann-Erickson into the 
forefront of the agency picture, has 
come about only within the past seven 
years—a remarkably short span in 
which to achieve trebled billings, a 
doubled staff and a 50-per-cent in- 
crease in number of offices. 

Things were not always thus with 
McCann-Erickson. For 16 years, from 
the time the present company came 
into existence in 1930 as the result of 
a merger of A. W. Erickson’s original 
1901 firm and the H. K. McCann Co., 
founded in 1912, the agency’s record 
had been not in the least spectacular. 
Rather, it had been, as Mr. McCann 
expressed it at a meeting of company 
personnel in 1947, “a quiet, steady 
development based on hard work, good 
ethics and a constantly increasing 
skill in the production of good adver- 
tising.” 

The year before this self-appraisal 





of his organization, Mr. McCann had 
made the first of three major decisions 
which were to take it out of the cate- 
gory of “just another ad agency” and 
start it on a path of expansion that has 
been little short of phenomenal. Mr. 
McCann decided, in 1946, to encour- 
age participation in company owner- 
ship by key men in the agency. 

Then, the following year, he decided 
to entrust the firm’s operating man- 
agement to a team of younger men, 
while he, as chairman of the board, 
and Harrison Atwood, one of the 
original incorporators of the old Mc- 
Cann Co., as vice chairman, would 
function solely in a counseling capac- 
ity. And finally, in 1948, Mr. McCann’s 
third decision was to stimulate the de- 
velopment of the agency on a world- 
wide basis. 

In December of the same year, to 
implement to the fullest Mr. McCann’s 
young-blood policy, Marion Harper 
Jr., at the age of 32, became president 
of McCann-Erickson, nine years after 
he joined the agency as an office boy- 
trainee. When he stepped into the post, 
McCann-Erickson’s billings for the 
year were $55 million, a not very im- 
pressive gain of $15 million over its 












$40-million total of three years before. 

Contrast the billing increases of the 
past seven years with these 1948 and 
1945 figures, and the rate of McCann- 
Erickson’s growth becomes fantasti- 
cally apparent: $100 million in 1953, 
$133 million for 1954, that whopping 
$166 million last year and an expected 
15-per-cent jump above that total for 
1956. 

Much of this progress has stemmed 
from existing McCann-Erickson clients, 
67 of whom have been with the agency 
for ten years or more, 14 for better 
than three decades and five for up- 
wards of 40 years. And contributing 
no less heavily to the company’s fabu- 
lous billing pace have been the 35 new 
accounts—among them such advertis- 
ing plums as Coca Cola, the Bulova 
Co., Liggett & Myers (for Chester- 
field), the Mennen Co., Lehn & Fink 
and the Nestle Co.—that McCann- 
Erickson acquired during a breathless, 
newsmaking 30-month period between 
1954 and the middle of last summer. 

Of the agency’s 142 U. S. accounts 
—which include, additionally to the 
relative newcomers of the past two 
years, titans like the Chrysler Corp., 

(Continued on page 56) 


Chester field’s NBC perennial, Dragnet. 





































Jim Bowie sells Chesebrough on ABC. 





W estinghouse’s Studio One is a staple on CBS. 
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Culture 
vs. 
commerce 








W. D. Mogerman, a copywriter at 
BBDO, specializes on technical ac- 
counts but finds time to do occasional 
articles for such general circulation 
magazines as The Saturday Evening 
Post. He was trained as a chemist, took 
up writing toward the end of World 
War Il. Before that he was a U. S. 
Government scientist for 15 years at 
the National Bureau of Standards. 
This is the third article he has done 
for Tv AGE. The other two were “Lords, 
Ladies & Television,” August 1955, 
and “The Samovar Report,” February 
1956. 


R ritish commercial television, un- 


der the Independent Television 
Authority, has now survived its first 
birthday, and there is a good deal 
of moaning at many sophisticated 
London bars over what it puts out 
to see. Those who had predicted a 
year ago that all sorts of major and 
minor calamities would follow if 
television programs “addicted to 
trade” were permitted to share the 
foggy air with the staid presentations 
of the government-owned-and-operated 
British Broadcasting Corporation are 
now as agitated as gentlemen can per- 
mit themselves to be in public. Their 
worst fears for the BBC have been 
confirmed, they say. On the other 
hand, the competing ITA people also 
feel pretty rueful right now, and 
with good reason. 
This is not because the commercial 
programs are unsuccessful. If any- 


An interested bystander looks at Britain’s 








thing, they are entirely too successful 
for some people’s taste! Adam Smith 
and free-enterprise economics have 
been amply vindicated by a new device 
in their old home. And their success 
is contagious, because BBC television 
is also doing well financially, having 
just begun to pay its own way for 
the first time since television broad- 
casting began in 1936. 

British mass interest has shot up 
during the last year. There are now 
about 6,000,000 hard-working receiv- 
ers in Britain. No, that’s not quite 
correct. About 6,000,000 licenses, giv- 
ing people a legal right to gape at 
their own tubes, have now been issued 
by the Postmaster General, at three 
pounds ($8.40) per household. 


Program Thieves 


But, as a good many more sets 
than that have been made and sold 
for domestic use, it is believed that 
a good many dials are in the hands 
of persistent program-pilferers. And 
the Postmaster suspects that these 
unlicensed peekers are on the increase. 
That’s because more of them are likely 
to want to steal a look at ITA’s 
“all-in” wrestling programs and give- 
aways than used to be tempted by 
BBC’s purer efforts, such as Love 
Life of the Common Sandfly. They 
didn’t care much for things along the 
brilliant line of How The Kangaroo 
Got Its Pouch, either. On the whole, 
the less said about these vulgar and 
inappreciative persons the better, es- 


pecially as it costs the sleepless Post- 
master more than three pounds to 
ferret one of them out. Both the 
BBC and the ITA are ready to agree 
on that point. 

Then what makes all the unhap- 
piness, all the moaning and the rue, 
if prosperity is currently smiling on 
both the pure and the profane sides 
of British tv? What do the newly-fat 
BBC and the bumptious ITA find to 
make them mutually unhappy? Is it 
something that was unforeseen and 
therefore unpredictable a year ago? 
No, that’s not it. The current situation 
was pretty well foreseen. The fact is 
(the reader can see that we hesitate 
to be downright vulgar about this), 
a large part of the difficulty resides 
in how the new-found swag is current- 
ly divided by the Postmaster General. 
The lowbrow ITA is plainly luring 
in the license fees. The highbrow BBC, 
having gotten its sensitive fingers on 
some of the lowbrow money and rather 
liking the strange feel of it, fears a 
growing impotency to hold on to it. 
This is probably an over-simplification 
of the matter, but it serves to lengthen 
faces—already 
Heaven knows. 

For years the BBC was able to 
banish advertising from both radio 
and television. The free-born English- 
man, at home with his feet up in his 
modest castle, longing to hear a good 


some long enough, 


commercial in his native tongue, had 
to tune in far-off Radio Luxembourg. 
For years this was the situation— 


BY WILLIAM D. MOGERMAN 


and 
Many people also found it very dull. 
But suddenly the air waves shook 
with plebian wrath, and all 
changed. 

On July 30, 1954, there was enacted 
“..»by the Queen’s Most Excellent 
Majesty, by and with the advice and 
consent of the Lords Spiritual . and 


pure, cultured uncommercial, 


was 


Temporal, and Commons...an au- 
thority to be called the Independent 
Television Authority 
television broadcasting services, addi- 
tional to those of the British Broad- 
casting Corporation and of high qual- 
ity....” The Postmaster General was 
ITA 


amounts up to 750,000 pounds per 


. to provide 


authorized to turn over to 
annum to help maintain this high 
quality. The first station under the Act 
started up in London on Sept. 22, 
1955;* three others 


and Britain has not been 


have followed; 
the same 
since. 

Everybody admits that commercial 
television is a great popular success. 
All over the land the people who 
have a choice prefer it over govern- 
ment programs, two to one or even 
better. And commercial tv sells goods! 
In fact, one of the main complaints 
is that dealer stocks of drugs and 
groceries often are depleted because 
manufacturers didn’t forewarn retail- 
ers that the products would be adver- 
Manufacturers 


tised on tv. are also 


(Continued on page 44) 





*(See “Lords, Ladies and Television,” TELE- 
VISION AGE, August 1955.) 


“Great Calamity” one year later, and finds neither side winning 
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Sam Cook Digges, general manager of 
wecss-Tv New York since August 
1954, entered the radio field in 1942 
as a member of the sales department 
of wMAL Washington, D.C., an affil- 
iate of the quondam Blue Network. 
He joined the Columbia Broadcasting 
System in 1949 as an account execu- 
tive in the then newly created televi- 
sion department of Radio Sales; in 
1950 he was transferred from New 
York to Chicago as television manager 
of CBS’ Radio Sales office there, and 
three years later he returned to New 
York as eastern sales manager of 
CBS-Television Spot Sales, becoming 
general manager of this division in 


December 1953. 


Dix" the FCC panel session at 
the NARTB Convention in Chi- 
cago last spring, it was conceded by 
members of the Commission that the 
form for reporting to the FCC on 
public service of a broadcasting station 
should be revised. 

Commissioner Bartley pointed out 
that the forms presently in use do not 
adequately provide an opportunity for 
a station to tell what its programming 
is. He suggested that when statistics 
submitted by a station do not truly re- 
flect the station’s programming, the 
station should take advantage of the 
special provision and invitation to 
write an explanatory statement. 

He made the further point that he 
felt that most stations miss a great op- 
portunity in “not spreading it on” 
when applications are filed with the 
Commission. 


Statistics do not always reflect 
true program picture, manager of 


key CBS-TV station believes 


I think that one area that is particu- 
larly overlooked is the great contribu- 
tion to public service in the scheduling 
of announcements. A great deal of em- 
phasis has been placed in the minds of 
the FCC, the broadcaster and the pub- 
lic on public-service programs. 

But scheduling programs is not the 
only way to achieve a happy end-re- 
sult of making a campaign a success. 
As a matter of fact, it may very well 
not be the best way to achieve that 
end. Sometimes a combination of pro- 
grams and announcements is the an- 
swer. 

There are many advertisers who 
will attest to the advantage of a satura- 
tion announcement campaign over the 
use of programs. 

Of course, it is not possible to do 
a job with announcements in certain 
areas, such as, for example, education 
in the field of Shakespeare. 


Saturation Campaign 


But where an organization has a 
project depending upon a brief mes- 
sage reaching as many people as possi- 
ble as often as possible, there is noth- 
ing that can beat the effectiveness of a 
saturation announce- 
ments. 

It’s too bad that the broadcasting 
industry does not do a better job of 
selling those organizations, the FCC 
and other governmental departments 
and the general public on the tremend- 
ous contribution of the industry in 
the giving of announcements, and on 
the effective job that can be ac- 
complished by announcements. 


campaign of 









BY SAM COOK DIGGES 


The fact that our network (CBS) 
and local commercial programs are 
successful in attracting a large audi- 
ence to wcBs-Tv New York means 
that public-service announcements ad- 
jacent to those programs get the kind 
of exposure needed to do a job. 

To prove the point, wcss-tv had 
the A.C. Nielsen Co. make a special 
study of the audience reached during a 
typical four-week period by each of 
three public-service campaigns carried 
by the station on behalf of the Police 
Athletic League, the Citizens’ Commit- 
tee to Keep New York Clean and the 
Federation of Jewish Philanthropies. 

In the PAL campaign (51 announce- 
ments), 3,481,250 different families in 
the New York area were reached in 
the four-week period, and these people 
saw the PAL message an average of 
3.6 times—12,533,450 family impres- 
sions, at a cost-per-thousand of $1.70. 

The Citizens’ Committee to Keep 
New York City Clean told its story, via 
17 five-minute programs and 29 an- 
3,726,810 
families in four weeks, and told it to 


nouncements, to different 
them an average of 3.3 times, adding 
up to 12,297,510 family impressions at 
a $1.07 cost-per-thousand. 

An the Federation of Jewish Phil- 
anthropies, with 45 announcements, 
reacher 3,870,320 different New York 
families in a four-week span, an aver- 
age of 4.7 times—18,192,420 family 
impressions, at a cost of 59 cents per 
thousand. 

These represent only a sample, but 
they are typical of the kind of job 


(Continued on page 71) 


Dr. Bonnell (left) explains his philosophy 
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Television proves to be 
ideal good-will builder for this 
important public utility 
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ut he people have given... a 
franchise—a valuable right. 
But with that franchise goes the obli- 
gation to serve the people and serve 
them well—to live with them—to un- 
derstand them—to be sympathetic to 
their problems—in short, to be a good 
neighbor .. . ” 

That is a paragraph from an inter- 
office bulletin issued by the Consoli- 
dated Edison Co. of New York. It 
might as well be a statement of policy 
by any of the nation’s hundreds of 
public-utilities companies. 

The Con Edison statement con- 
tinues: 

“Our business is intimately tied to 
the public’s attitude toward us. It is 
not enough that we understand cus- 
tomer problems—they too must under- 
stand ours. It is necessary for us con- 
stantly to explain our policies and our 
procedures so that the public will 
understand the reasons behind our ac- 
tions which might otherwise seem 
arbitrary. If people know our objec- 
tives—approve of our actions—like us 
—we can conduct our business at less 
cost. That’s a saving to the public in 
the long run.” 

It is in pursuing these aims that 
television has proved itself among the 
most useful of all the media, in the 
opinion of the majority of electric- 
power companies. The plans, needs, 
hopes and ambitions of these firms 
must be explained and, in most cases, 
sold to the public before they can be 
fulfilled. 


On television, public utilities, 
whether they be power, gas, water or 
telephone companies, are able to ex- 
plain with dignity the services they 
perform for a community and the con- 
tributions they make to it. 

This article is primarily concerned 
with the nation’s power-and-light com- 
panies and their use of television. 
These important utilities have always 
been in the forefront in understanding, 
and fulfilling, their obligation to the 
public. From the very beginnings of 
television they have been important 
users of the medium. Many stations list 
power-and-light companies among 
their charter advertisers. And utility- 
company advertising experts, on the 
other hand, have regarded results ob- 
tained from television as among the 
best they have received from any 
medium. 

“Our 60-to-1 vote for franchise is 
an indication of the effectiveness of 
television,” says Carl Mullican, adver- 
tising manager of the Mississippi 
Power and Light Co. of Jackson, regu- 
lar advertisers on WJTV Jackson. 

“Tv has been extremely useful in 
helping promote the installation of 
modern electrical wiring systems as 
well as appliances in homes,” says ad- 
vertising manager Craig McNeese, of 
Houston Lighting and Power Co., a 
sponsor on KTRK-TV Houston. 

“This is one of the most effective 
vehicles we have ever used to bring 
our story of the convenience and 
economy of electricity to the greatest 


a series of product group success stories i 8 


number of people,” says James L. 
Davidson, sales manager, Savannah 
Electric and Power Co., of his adver- 
tising on WSAV-TV Savannah. 

Other utility executives in all parts 
of the country seem to echo those 
views. But while the opinions of utility 
executives about television as a means 
of advertising the product they sell 
seem unanimously favorable, there is 
a wide difference as to the best means 
of using it. 

Some power companies prefer to use 
spot announcements and _participa- 
tions, although use of this type of tv 
among power companies seems smaller 
many other 
groups. Most public utilities in this 
field seem to favor programs, either 


than among product 


live or on film, with a great number 
using weekly syndicated features. 

Following are a number of examples 
of television advertising by typical 
electrical-power companies in all parts 
of the country. They are presented in 
alphabetical order. 

e Appalachian Electric Power Co. 
finds television effective in its West 
Virginia area. Currently it is using on 
WHISs-TV Bluefield the 30-minute Donn 
Bennett show which has appeared for 
the last five years live on a Philadel- 
phia station and has recently been syn- 
dicated. In addition, the company 
sponsors a regular schedule of an- 
nouncements and participations on 
wcHs-Tv Charleston and WSAZ-TV 
Huntington. 


(Continued on page 72) 








Culture (Continued from page 39) 


blamed because they have not backed 
up their programs with the display 
materials and other merchandising 
aids customary in the U.S. The A. C. 
Nielsen Co., Ltd., having undergone 
a sea-change, now reports from Ox- 
ford with typical British restraint, 
“Brands using television advertising 
enjoyed more favorable sales trends 
than the competing brands which did 


not use television advertising.” 


Now that this point has been proved, 
there are those who say that commer- 
cial television should be taken away 
from ITA and given to BBC. Why? 
Well, these generous folks say they 
expected commercial television to be 
“lighter,” but not quite as light as 
it has turned out to be. They feel 
that BBC was and is right in giving 
people what is good for them, even 
though this is not necessarily what they 
want. The people should want operas, 
symphony concerts, Shakespeare, reli- 
gion, scientific lectures and political 
discussions. That’s what they got from 
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BBC for decades, until it seemed to 
many persons there was something 
about electromagnetic waves which 
automatically excluded anything un- 
derstandable by the common people. 

Then one year ago ITA came along, 
also starting with a cathode tube full 
of culture. But this time the people 
had a remedy, and they used it. They 
didn’t look or listen, and they didn’t 
obey that impulse to buy. So, after 
a short initial bout with disastrous 
ratings and unhappy advertisers, com- 
mercial tv gave the people what they 
wanted. And now all England is happy 
again, as it probably has not been 
since Robin Hood and his Merry Men 
plugged their lordly superiors with 
their trusty bows and arrows. There 
is a moral here. The days when 
Restoration England could bar the 
common people from the only two 
theatres in London, reserving such 
entertainment for the upper classes 
by one legal device or another, are 
past, and there can be no return to 
them. Charles II is dead, and Robin 
Hood is riding again on the screens 
of Britain. 


Critical Description 


The things people really want to see 
are variously described by some 
British critics as inane, fatuous, stupid, 
socially evil and disruptive, appealing 
to cupidity, envy and sadism. These 
terms are usually reserved for the 
highest-rated programs. Worst of all, 
some critics claim that commercial 
tv tends “to show or purport to show 
contemporary American life in its less 
civilized aspects.” Now there’s a real 
serious charge which depresses the 
cultured BBC all the way out to the 
end of its long sending antennae— 
although they rather like the increased 
revenues that have come their way 
since the barbarians got in. 

This being the case, last summer 
the ITA confidently reminded the 
Postmaster to hand over the promised 
750,000 pounds so that it could spon- 
sor its own cultural extravaganzas. 
The Postmaster thought the request 
over and finally said no, even though 
the Treasury had already deducted 
more than 1,000,000 pounds from 
license fees for this grant. The Post- 
master explained that what made him 
refuse was “the general economic 
situation and the need for economy.” 


And then he made other noises that 
sounded like somebody slamming the 
Post Office door on commercial tv 
for good and for all. 

Evidently the Postmaster does not 
care for the example set by unbalanced 
giveaway programs, even though they 
are the most popular shows on the 
British air. “But how are we to balance 
our programs without license money?” 
asked ITA, in righteous wrath. The 
Postmaster did not agree that the 
commercial programs were really out 
of balance and blandly added, “There 
hasn’t been any serious agitation about 
their content for some time.” 

But serious agitation promptly arose 
in ITA circles. They think that the 
Postmaster General could not have 
been watching tv. He must have been 
busy reading foreign postcards instead 
of the Act authorizing the grant. They 
bitterly resent the suggestion that 
commercial television should provide 
all the light programs for the majority 
and be unpaid for its higher efforts, 
while the BBC grows fat on license 
fees providing culture for a minority. 
ITA also longs for the higher things, 
but it has learned to its cost what it 
means to try to sell goods with high- 
brow pablum. 

For example, when commercial tv 
was only a month old, it presented 
the famous Halle Orchestra in a 
symphony concert. Here’s what hap- 
pened on that sad day in October 
1955. Three minutes before the concert 
began, 69: per cent of all viewers able 
to receive the channel were looking 
ai the previous show. Before the Halle 
fiddlers could begin, the audience had 
dropped to 44 per cent and kept 
dropping minute by minute. Within 
five minutes, only 18 per cent were 
still tuned in to the fine music. 

Meanwhile, there was much joy 
in the opposing camp. Before the Halle 
began, BBC was getting a small refined 
audience of 13 per cent for its very 
proper presentation. This figure sud- 
denly jetted up to 57 per cent, without 
a change in the presentation. There’s 
a moral here, too. Pure culture may 
not send viewers to the stores, but 
there can be no question that it sends 
them over to the rival channel, if 
that is at all tolerable. 

So, having gotten its pound on the 
head instead of in its pocket at an 
early stage, commercial tv sought for 








16 per cent of the audience is still 
made up of children. Of course, to 


make these figures look better, the 
In the first 13 months of commercial television in Great Britain, Nielsen study includes toddlers up 


the number of British homes able to receive Independent Television to 16 years of age. 

Authority transmissions has reached a total of 14 per cent. The On Sundays the truce 
situation regarding ITA sets is summed up in the following chart: broken by religious programs, which 
are not illegal. When ITA used the 
popular evangelist, Billy Graham, for 


ITA-Equipped Homes in Britain 


may be 


Date of Ist Approximate Estimate of number of homes 





transmission population capable of receiving ITA this purpose lest year, BBC officials 

_ = wae % se Sy on thatapathg Bina complained bitterly that this was un- 
ae 6% “ey a3, = 11,900,000 685,000 860,000 fair. They said that the basic idea 
“ys at 4 rshhe ” 6.000,000 my 470,000 was to have this very popular preacher 
Y perry ae. Ss = Le a 400,000 capture an audience for the main 
ite: puniingrainel Camas a 250,000 programs later. The Postmaster Gen- 

30,400,000 1,260,000 1,980,000 eral has not yet made up his mind 


about the “Toddler’s Truce.” But 
ITA will surely be after him to abolish 
it, and also to come across with some 


of the money to which they are en- 
titled under the Act. 


A footnote to these figures is reported in the Oct. 4 issue of The 
Manchester Guardian Weekly, which says: “The latest audience 
research figures show four ITA viewers for every BBC loyalist (among 
those able to choose).” This points up the popularity of ITA program- 








ming, once set-owners are equipped to receive it. 





a remedy and found it. Shapely danc- 
ers from Sadlers Wells, and lively 
singers, were brought in to dilute all 
future symphony concerts. But hope 
springs eternal, and on Feb. 27 of this 
year commercial tv was ready to try 
again, this time with a presentation 
of Hamlet. 

As soon as the tragic masterpiece 
began, the percentage of viewers drop- 
ped from 48 per cent to 16—within 
five minutes! Fifteen minutes later the 
figure was down to below 10 per cent. 
Things improved a bit later. Toward 
the end of the play, when the Bard 
really began to litter the screen with 
corpses, the viewers came to life with 
a 20 per cent rating. Thus commercial 
tv found out how tragic a good old- 
fashioned tragedy can be. There has 
been no follow-up for Hamlet. 

But independent tv knows from 
American experience that a mountain 
of goods and services can be moved 
by television, and it is determined to 
lure people to the mountain with 
stimulating programs rather than with 
geological erudition. It has not made 
any profit yet, but the future looks 
good, and there is no longer any need 
of baiting the advertiser with free 
time bonuses. All time has been sold 
for the autumn of 1956. There even 
is a demand for more time than is 
available. 

Hence the attack on the “Toddler’s 
Truce.” For years there has been a 








stoppage of tv broadcasting from 6 
to 7 p.m. The BBC has traditionally 
served up 60 minutes of dead air 
at this time so that mothers could 
put their children to bed in peace, 
and housewives could carry out their 
domestic chores, “without feeling that 
they might be missing something.” 

For the first year commercial televi- 
sion went along with this reasoning, 
but now they have appealed to the 
Postmaster General to abolish the 
“Toddler’s Truce,” at least on week- 
days. Independent tv contractors want 
this valuable time because, as they 
say, “Those who drift away during 
the break period may forget to come 
back when transmissions are re- 
sumed.” They have research figures 
showing that an audience which grows 
steadily during the afternoon, then 
drops to nothing for an hour, has to 
be expensively rebuilt from 7 p.m. 
onward. This is a sheer waste of 
manpower, they say, and they doubt 
whether children really go to bed 
between 6 and 7, anyhow. 

The BBC is determined to resist this 
new demand by commerce. One of 
the most impressive answers to BBC 
opposition is a recent Nielsen study 
of audience composition. Where are 
the kids after the truce period? They 
are not in bed, says ITA, because 
at 7 p.m. children represent 28 per 
cent of the audience. At 8 p.m. the 
figure is 24 per cent. And at 10 p.m. 








The biggest single complaint made 
by observers traveling in cultural 
circles is probably about the American 
influence on tv. Out of the ten top- 
rated shows in any week, six or seven 
are likely to be American films. An- 
other thing that dismays them is the 

(Continued on page 46) 
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way the U.S. type of variety shows, 
quiz programs, panel games, give- 
aways and formula drama have cap- 
tured the British public, kind hearts 
and coronets as well. This is the very 
calamity that longhairs feared before 
Sept. 22, 1955. 
An American journalist, Kenneth 
Bond, went down to South London to 
find out what some of the lower and 
middle classes think about the prob- 
lem. A retired policeman, who bought 
a set when commercial tv came in, 
said, “If this is a sample of what the 
Yanks have to put up with, I like it! 
Bless your heart, it even keeps me 
indoors at night, along with the old 
trouble-and-strife (wife), instead of 
sinking pints of pig’s ear (beer) down 
at the pub.” 
_ Most British viewers agree; especial- 

ly as the tv set down at the pub is 
likely to be pretty overcrowded any- 
way. They have expressed their faith 
in things here and things to come by 
buying large numbers of new multi- 
channel sets, and by converting old 


(Continued from page 44) 
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sets to receive commercial tv. And 
these people of modest income have to 
pay about $25 to convert an old single- 
channel set. Commercial operators say 
the number of their viewers is growing 
at a rate of more than 2,000 per day. 
They have been rewarded by a-new 
world of interest in living. Commercial 
tv has done more than break BBC 
monopoly. It has sold much goods and 
helped to demonstrate the value of 
competition to all of British industry. 

The shock that British life has 
experienced is pretty well illustrated 
by the experience of Prof. K. C. Bos- 
well. This cultured gentleman served 
as the expert on Britain’s Two For 
The Money. At one point he made a 
wrong decision and was immediately 
bombarded by a storm of protesting 
phone calls to Tv House. In a letter 
to the show’s producer, Prof. Boswell 
explained later. 

“I have always heard that tv, as 
a medium of entertainment, puts the 
performer under a great deal of pres- 
sure,” he wrote. “But it wasn’t until 
I became a participant myself that 
I realized just how great this tension 
could be. In my particular case I have 
found myself making statements on 
the spur of the moment that are not 
only contrary to the facts that I have 
in front of me, but also quite contrary 
to my personal knowledge.” The 
professor then resigned, and his place 
was taken by a young actor who 
knew how to cope with such matters, 
but his frank words could be read 
with profit by the more violent critics 
of commercial tv in Britain. 

This sort of pioneering tension will 
undoubtedly disappear in time. Com- 
mercial television in Britain is going 
through much the same ordeal that 
American tv went through seven or 
eight years ago, and doing it with 
even less money. But it seems in- 
evitable that Britain will muddle 
through admirably in the end, as 
usual. Intellectual snobbery can delay 
but it cannot stop such a welcome force 
in the lives of the public, even though 
it is “part of the advertising business.” 
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Sponsors (Continued from. page 35) 


General Electric (tv sets). 1-minute 
and 30-second film commercials. Deal- 
er should contact local distributor. 


General Tire & Rubber Co. 50-sec- 
ond film commercials with 10-second 
open-end. 50% up to 244% of pur- 


chases. 


Gibson Refrigerator Co. 50- and 20- 
second film commercials. 50/50 
through distributor. 


A, C. Gilbert Co. ( American Flyer 
trains & toys). \-minute and 20- 
second film commercials. Direct al- 
lowance on each train. Company pre- 
fers drives from Oct. to Dec. 23. 


A. C. Gilbert Co. (electric fans, 


Dutch oven, etc.). 1-minute and 20- 
second film commercials. Direct al- 


lowance per unit. 


H. C. Godman Co. (shoes). None. 
50% of time. 


The B. F. Goodrich Co. 1-minute 
and 20-second film commercials. Co- 
operates financially only rarely in 
areas not covered by national adver- 
tising. Feels Burns & Allen sponsor- 
ship sufficient tv coverage. 


The Gorham Co. (sterling flat- 
ware). Three 1l-minute commercials. 
50/50. Company started co-op last 
February. Vigorous response by deal- 
ers caught them unprepared. 


Gorton-Pew Fisheries. |-minute and 
20-second film commercials. Per cent 
of previous year’s purchases. Agency 
must approve use of tv first. 


Gradiaz, Annis & Co. (Gold Label 
cigars). None. 50%. 


Graflex, Inc. (cameras). Scripts. 
50/50. 


Dorothy Gray Ltd. 1\-minute film 
commercials. Depending on account, 
participation can be up to 50% of cost 
of program. 


Gruen Watch Co. 2-minute, 1-minute 
and 30-second film commercials. Man- 
ufacturer does not participate, but dis- 
tributors in many areas do have ar- 
rangements with dealers. 


Hamilton Mfg. Co. (automatic 
washers & dryers). Film commer- 


cials. 50/50. 








Hamilton Watch Co. 1|-minute film 
commercials, ID’s, slides and scripts. 
No financial participation. 


Harvard Mfg. Co. (metal bed 
frames ). |-minute film commercials. 
Distributor handles coop. 


Hawaiian Pineapple Co., Lid. 
Scripts and telop cards. Per case allow- 
ance which goes to dealer every quar- 
ter. 


H. J. Heinz Co. (57 Varieties). 
None. Coop allowance based on per 
cent of sales. Dealer free to draw for 
any advertising, but company adver- 
tising department clears use of tv. 


Hertz System, Inc. 1-minute and 20- 
second animated film commercials and 
l-minute and 20-second continuities. 
Company does not participate finan- 
cially for franchise offices, though may 
do so for branch offices. 


Charles F. Hires Co. (root beer ). 
l-minute and 20-second film commer- 
cials for bottlers only. Per case allow- 
ance. 


Hoover Vacuum Cleaners. |-minute 
and 30-second film commercials. 50/ 
50. 


Hotpoint (refrigerators, freez- 
ers). 20-second film commercials and 
slides. Manufacturer 40%, distributor 
10% and dealer 50%. 


Hudnut Sales Co. 1-minute, 20-sec- 
ond and 30-second film commercials. 
5 to 10% of purchases, depending on 
product. 


Ideal Toy Corp. 1-minute and 30-sec- 
ond film commercials, plus a 12-min- 
ute film, “How to Make Toys,” which 
retailers can use. Retailer pays time 
costs. 


International Milling Co. (Robin 
Hood flour ). 1-minute and 20-second 
film commercials. Varies according to 
contract. 


International Shoe Co. (Accent 
Shoe Div.). Continuity. 50/50 up to 
2% of net purchases. 


International Shoe Co. (Fried- 
man-Shelby Branch—Red Goose 
shoes). 1-minute and 20-second film 
commercials. 50/50 up to 2%. 


International Shoe Co. (Star 
Brand, Trim Tread and Poll Par- 
rot). l-minute and 40-second film 


commercials. 50/50 up to 2% of cur- 
rent net shipments. 


International Shoe Co. (Sundial 
shoes.) 1l-minute film commercials. 
Varies, but generally up to 3% of net 
purchases. 


International Shoe Co. (Winthrop 
Shoe Div.). Continuity. 50/50 up to 
3% of net shipments. 


International Silver. Films, slides, 
photos and scripts are furnished as 
special promotions occur. Allowance 
based on per cent of silver sets pur- 
chased. 


Ironrite, Inc. 1-and 2-minute film 
commercials. Arranged between deal- 
er and distributor. Company advertis- 


ing handled exclusively on co-op basis. 


James, Inc. (dishwashers). 1-min- 
ute and 20-second film commercials. 
Dealer makes arrangements with 
James’ vice president in charge of sales. 


Keds. 45-second open-end film com- 
mercials. Funds and approval for tv 
up to distributor. Parent company is 
sold on tv. 


Kentile, Inc. (floor coverings ). 1- 
minute film commercials. No financial 
participation. 


Kimberly-Clark Corp. Cellucotton 
Div. (Kleenex). Scripts. Marketing 
Plan: 2% of dollar purchases; Feature 
Promotion: 15¢ per case (time paid 
for at station rate plus 33 and one- 
third per cent); Performance Agree- 
ment: 8¢, 10¢ and 12¢ per case. 


Kirsch Co. (vertical blinds). 1- 
minute and 20-second film commer- 
cials. Material only. 


Kramer Bros. (Trimfit hose & 
hosiery). None. 50/50 up to 5% of 


net purchases. 


Lady Esther. 20-second film com- 


mercials and slides. Per cent of sales. 


Lambert Pharmacal Co. ( Listerine 
antiseptic and toothpaste). \-min- 
ute, 30-second and 20-second film com- 
mercials. 5 to 10% of purchases, de- 
pending on product. 


The Lau Blower Co. (fans ). Slides 
and flip cards made on request. Work- 
ed out between the distributor and 
dealer on individual basis. 


(Continued on page 48) 





Co-op (Continued from page 35) 


by the dealer and/or distributor. 

The manufacturer, of course, can 
exert a certain amount of influence 
in the choice of media through coun- 
selling and the type of media material 
made available. The co-op contract, 
too, dictates the allowable commercial 
vehicles. By instituting a national cam- 
paign, a manufacturer will influence 
the expenditure of local co-op funds 
as a tie-in. This is seen constantly 
when local dealers and distributors 
insert announcements during and ad- 
jacent to network shows sponsored by 
the manufacturer. 

But the distributor, in particular, 
emerges as the central figure in the 
co-op picture. It is from him that the 
dealer must get clearance for tv-adver- 
tising plans in eight out of ten cases. 
The distributor also controls the area 
funds in many instances and parcels 
out promotion allowances accordingly. 
This is especially true if the dealer de- 
cides to use tv material other than 
that parcelled out by the factory. In 
such occurrences, the home office gen- 
erally requires that it give final ap- 
proval. 

The type of tv material that is of- 
fered includes mainly film commercials 
—20-second spots, plus one- and two- 
minute announcements as well as ID’s. 
Most of them are 
dealer identification. There are also 


open-ended for 


slides, scripts and suggested copy for 
live demonstration. Some manufac- 
turers, like sporting-goods firms, pro- 
vide regular half-hour films that can 
be run as a series, with a dealer or a 
group of dealers as sponsor. Some 
manufacturers will not provide any 
material, but will participate finan- 

cially in any approved campaign. 
Tv, because of its newness, is watch- 
ed much more closely than other media 
by the home office. This probably re- 
(Continued on page 48) 
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Co-op (Conitnuea from page 41) 


flects more than anything else why 
television is not used more extensively 
in co-op plans. Dealers, for example, 
are relatively unfamiliar—and a trifle 
confused—with the visual medium. It 
is here that tv stations can do the 
greatest job for their own gain—by 
showing retailers exactly how they can 
use the material and funds that are 
offered to them. In the opinion of 
many ad managers, much money that 
is presently being channeled away 
from tv could be diverted, if stations 
did a better job of soliciting this busi- 
ness. 

Some managers also find that tv 
is expensive, and that the only time 
availabilities which are offered are not 
suitable. But few have any complaints 
with the effectiveness of the medium. 
It seems, therefore, in view of the mil- 
lions of dollars that are at stake, that 
stations would do well to launch a 
full-scale selling and educational cam- 
paign designed to acquaint dealers 
and distributors with the “complex” 
visual medium. 

One of the most active co-op users, 
spending the great bulk of its money 
in tv, is Bulova Watch Co. This firm 
engages in probably the most vigorous 
jeweler education program in an effort 
to guide retailers into tv. The com- 
pany in 1955 spent roughly $7 mil- 
lion in tv, most of it in spot. That 
expenditure probably will be increased 
this year in view of network buys. 

Bulova offers dealers 20-second and 
one- and two-minute film commercials. 
These series include not only Bulova 
watches but other leading jewelry lines 
as well. In addition, the jeweler re- 
ceives on film his name, crest, store 
photo, address and phone number. 
Every four months several new spot 
series are introduced. Over and above 
this, Bulova has a traveling staff that 
visits dealers and offers personalized 
tv supervision, advising on time avail- 
abilities, programs, commercial for- 
mats, product demonstration and tie-in 
store merchandising. 

Bulova also makes available a pro- 
gram service that classifies availabil- 
ities as to length of program, cost and 
ratings, etc. Scripts that can be easily 
adapted for local-station requirements 
are provided. There is also a pre- 
mium service that has classified over 
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1,00U special tv incentives, broken 
down as to cost and tv-demonstration 
suitability. And finally there is a Bulova 
library featuring information on silver- 
ware and many other items that will 
help jewelers sell lines other than 
watches. 

This enlightened approach is being 
followed by more advertisers every 
day who recognize the value of tele- 
vision in terms of impact. A similar 
enlightened selling job is needed at 
the station level to achieve the dream 
expressed by many ad managers: “We 
wish more dealers would use tv.” 





Sponsors (Continued from page 47) 
Lee Limited (Sof-Set). 1-minute 
and 20-second film commercials. 50/ 
50. 

Lee Tire & Rubber Co. of New 
York, Inc. (automobile accesso- 
ries ). Artwork for slides, film clips to 
use with live announcements and sug- 
gested scripts. 50/50 up to 144% of 
net purchases for the year in East and 
South. Products distributed through 
Phillips Petroleum in Midwest and 
Signal Oil in West. 


Lennox Industries Co. (air-condi- 
tioning & heatng). 50- and 20-sec- 
ond open-end film commercials. Dealer 
pays time charges. 


Lever Bros. Soap Products Div. 
None. Nine cents per case. Annual con- 
tract signed with dealer who must take 
option in advance for use of tv. 


Lewyt Corp. (vacuum cleaners). 
10- and 50-second open-end film com- 
mercials. Largely controlled by dis- 
tributor, who makes arrangements with 
dealer and manufacturer. Per cent 
varies since company supplies funds 
to distributor only. 


Libby, McNeill & Libby (foods). 
Scripts. Per case allowance of 714¢ 
and 10¢, depending on product. 


Lionel Corp. (trains ). 1-minute and 
20-second film commercials. No finan- 
cial participation. 


Thomas J. Lipton, Inc. (tea, 
soups ). None. Contract basis includes 
stated per case allowance purchased 
during specified periods. 


Luminall (interior wall finishes ). 
l-minute and 15-second film com- 


mercials. Company shares 50/50 up to 
certain per cent of sales. 

Magic Chef (gas ranges ). 30-second 
and l-minute film commercials. Con- 
tinuing fund based on 2% of net pur- 
chases by dealer with quarterly pay- 
ments accruing. 


Magna Power Tool Co. 1-minute 
film commercial. 50/50. 


Magnavox. Voice-overs, ID’s and flip 
cards. 50/50 after approval of regional 
manager. 


Manhattan Shirt Co. 50-second film 
commercials with l-second tag. Dealer 
pays time charges. 


Manitowoc (freezers). 50- and 20- 
second film commercials. Arranged be- 
tween dealers and distributors. 


Maytag Co. 1\-minute and 20-second 
film commercials. In 57 markets man- 
ufacturer pays 50% up to specified per 
cent of net purchases. Other markets 
handled on individual basis. 


I. Miller & Sons Co. Scripts on re- 
quest. No films because of multitude 
of yearly style changes. Per cent of 
purchases at wholesale level. 


Minneapolis-Moline Corp. (farm 
equipment). Films from 1-minute 
commercials to half-hour shows on 
farming, ideal for sponsorship by 
group of dealers. Dealer pays time 
charges. 


Mission Dry Corp. (soft drinks ). 
l-minute,  30-second and 20-second 
film commercials. Funds earned on 
dealer purchases. 


Monitor Equipment Corp. (wash- 
ers & dryers). 20-second film com- 
mercials and flip cards. Dealer must 
work out arrangements with distribu- 
tor who controls funds in area. 


Norman M. Morris Co. (Omega 
watches ). Scripts (prefer live local). 
50/50 up to 5% of year’s purchases. 
Talent and _ production 
chargeable to parent company. 


Motor Products Corp. (Deep- 
freeze). 1-minute and 20-second film 
commercials. 50% dealer, 40% fac- 
tory and 10% distributor. 


Motor Wheel Corp. Duo-Therm 
Div. (power lawn mowers ). 1-min- 
ute film commercials. Company gives 
distributor allowance and he in turn 


costs not 











works out allotment with dealer. 


Motorola. 1-minute and 20-second 
film commercials. 
Mullins Mfg. Co. Youngstown 


Kitchens Div. Seven 1-minute film 
commercials. Individual negotiation 
with distributor who controls alloca- 
tion of funds in area. 


Mutual Benefit Health & Accident 
Assn. Limited number of film com- 
mercials. 50/50. General agent, not 
district agent, should be contacted. 


National Biscuit Co. Made up as oc- 
casion requires. 1%of purchases. New 
York must be consulted on tv co-op. 


National Gypsum Co. (Gold Bond 
paint). Film commercials and slides 
available. 50/50 on time charges. 


National Homes Corp. 20- and 10- 
second film commercials. Manufac- 
turer does ‘not subsidize use of tv by 
dealer, other than film material avail- 


able. 


Nationwide Insurance Co. 10-, 30- 
of 


and 60-second film commercials. 50% 
plus special production costs. 


Necchi Sewing Machine Sales Co. 
Film commercials of varying length. 
No financial participation. 


Norelco. |-minute open-end film com- 
mercials. 50/50 on local time cost 
basis. 


Norge Sales Corp. 50/50 with dis- 
tributor who makes arrangements with 
dealers. 


The O’Brien Corp. (paint). 1-min- 
ute film commercials. 50/50 on time 
billings. 


Olympic (tv-radio sets). Copy sup- 
plied by local dealer and/or jobber. 
50/50 upon authorization of distribu- 
tor. 


Oneida, Ltd., Silversmiths. 1-min- 
ute and 20-second film commercials. 
10% allowance on net purchases of 
active patterns. Available to accounts 
purchasing direct from manufacturer 
only. 

Outboard Marine & Mfg. Co. 
(Johnson motors). 1-minute and 
20-second film commercials. 30-minute 
outdoor films available, plus suggested 
program ideas. Dealer pays time. 


Packard-Bell Co. (tv-radio sets). 


Varies according to market. Consult 
local distributor. Various P-B agencies 
in 11 Western states prepare tv com- 
mercials in markets. 


Pacquin Corp. Film commercials. 
5% of purchases for Sept. until April 
when national campaigns are in prog- 
ress. Local drives must be in this time 
period. 


Palm Beach Co. (suits, etc. ). None. 
Dealer can spend up to 6% of net 
wholesale price of goods shipped and 
manufacturer will reimburse him for 
one-half of expenditure. Co-op largely 
newspaper but dealers have shown in- 
terest in tv. 


Philco (tv-radio sets). 20- and 30- 
second film commercials. 50/50 upon 
approval of distributor. 


Phillips-Jones Corp. (Van Heusen 
shirts). 1-minute, 30-second and 15- 
second film commercials. Company 
does not participate financially. Han- 
dles entirely on local level. 


Picture Craft (oil painting kits). 
l-minute film commercials. Allowance 
dependent on dealer purchases. Com- 
pany prefers participation programs. 


Pittsburgh Plate Glass Co. Paint & 
Brush Div. Film commercials. 50/50. 
Polaroid Corp. 1- and 2-minute film 
commercials. No financial participa- 
tion. 


Proctor Electric Co. (irons, toast- 
ers). l-minute and 20-second film 
commercials. 50/50. 


Quaker Oats (Aunt Jemima). 20- 
second film commercials and slides. By 
negotiation with adv. manager. 


RCA, 50-second open-end and 1-min- 
ute film commercials. Manufacturer 
has been paying 75% of time costs. 


Reddi Wip, Inc. 1\-minute and 20- 
second film commercials, plus 40-sec- 
ond open-end commercial with 20- 
second tag line. 50/50. 


Rose Marie Reid (women’s swim- 
suits). l-minute and 20-second film 
commercials. Company does not par- 
ticipate. 


Remington-Rand, Inc. (portable 
typewriters). 56-second film com- 
mercials. Films are free but manufac- 
turer does not contribute funds. 


Reynolds Metals Co. Slides and 


scripts for live demonstration. 5‘ oi 
quarterly purchases. A change in 
method of payment is planned. 


Richfield Oil Co. Slides for live nar- 
ration. 50/50 (based on distributor 
purchases for previous year). Often 
two distributors team up. 


George D. Roper Corp. (ga 
ranges). Film commercials. District 
management allocates funds to dealer 
for advertising. 


F. C. Russell Co. (Rusco storm & 
screen doors, etc.). Scripts. 50/50 
with distributor. 


Sandura Co. (floor coverings). |- 
minute open-end film commercials. 
Worked out by dealer with distribu- 
tor. 


Sarong, Inc. (girdles). 20-second 
film commercials. 4% of previous 


year’s sales. 


Sealy, Inc. (mattresses, etc.). |- 
minute and 20-second film commer- 
cials and ID’s. Dealer gets allowance 
from area factory. Parent company 
does not participate in co-op allowance. 


Servel, Inc. (refrigerators, freez- 
ers, etc.). 1l-minute and 20-second 
film commercials. 50% 
50% dealer. 


W. A. Shaeffer Pen Co. 50-second 
and 15-second film commercials. Also 
supplies dull finish matte print from 
which slide can be made for 8- or 10- 
second ID. No financial participation. 


distributor, 


Shell Oil Co. 20-second film commer- 


cials. 50%. 


Shopmaster Inc. (machine tools ). 
Film commercials. 50/50. 


Simmons Co. (sofa, mattresses ). 
l-minute and 20-second film commer- 
cials. Furniture or department store 
pays time charges. 


Sinclair Refining Co. \-minute film 
commercials. Ad budget set first of 
each year among six sales districts. 
Tv highly recommended. 


Skinner Mfg. Co. (Macaroni & 
Raisin-Bran). None. 5% of sales 
dollar. No provision for tv in contract, 
but will write it in on dealer request. 


A, O. Smith Corp. (Permaglass 
water heaters). |-minute and 20-sec- 
(Continued on page 76) 
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Advertisement 


T.V. spot editor 





A column sponsored by one of the leading film producers in television 


SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


This series of 20 and 60 second spots by SARRA introduces Pet Ritz Frozen Pies 
to video audiences. On-the-spot farm scenes tell a story of flavor and freshness trans- 
ported from the orchard directly to the home. Kitchen shots show how easy it is to 
prepare the pies, and close-ups of thick, mouth-watering slices make the pies look 
as good as they taste! Voice-over emphasis on the phrase: “fruit country pie” plus 
effective package display help clinch sales. Produced by SARRA for PET MILK 
COMPANY, through GARDNER ADVERTISING COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The subject is a “natural” . . . teenagers “gabbing” on the phone! It’s a situation 
packed with human interest, and it’s bound to build sales for 7-Up! Expertly cast 
youngsters—sprawled on chairs and stretched out on the floor—bring vitality and 
realism to TV screens . . . and forcefully illustrate the selling line: “Nothing does 
it like 7-Up!” The complete group of 20 and 60 second spots, part of a continuing 
series for 7-Up, follows the teenagers through a whirl of social activities. The product 
is strongly identified and will be well remembered by TV audiences. Produced by 
SARRA for THE SEVEN-UP COMPANY, through J. WALTER THOMPSON 
COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Dollar savings and healthier chicks are the main sales points in this two minute 
commercial for Purina Chick Startena. Convincing visual evidence shows that 
chicks grow “6% heavier on 7% less feed,” when raised on Purina. The spot is 
one of a series directed at farm audiences. The entire footage is shot, with a 
documentary approach, on farms and in testing laboratories. Selling points are made 
by farmers and laboratory technicians in an informal atmosphere that adds a note 
of authority to the spot. Produced by SARRA for RALSTON PURINA CO., 
through the GARDNER ADVERTISING COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


SARRA’s creative teams bring imagination and selling know-how to every assign- 
ment. That’s because these groups of specialists are primarily advertising men 
who keep one goal foremost in mind . . . sales! Experience in effective visual selling 
is what you buy when SARRA tackles your problem. That’s why SARRA’s list 
of clients looks like the Who’s Who of business and industry. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film Sales 





Twenty-eight of the largest national 
and regional advertisers used syndi- 
cated film shows in 85 per cent of their 
spot buys in the top 100 markets of 
the country, a study of Rorabaugh Re- 
ports for the second quarter of 1956 
shows. 

Kellogg Co., for instance, bought 
half-hour time on a spot basis in 72 
of the top 100 markets and program- 
med Superman in all 72 markets. 
Other 100-per-cent users of syndicated 
film series in the markets studied in- 
clude Albers Milling Division of Car- 
nation Co., with Annie Oakley in 59 
cities; Lambert Pharmacal with Les 
Paul and Mary Ford Show in 47 
cities; Mars Candy with Buffalo Bill 
Jr. in 37 cities; H. W. Lay & Co. with 
Long John Silver in 12 cities, and 
Ohio Oil Co. with Man Called X in 10 
cities. 

The scorecard on other advertisers 
shows that National Biscuit Co. spon- 
sored the half-hour film called Sky 
King in 51 markets and bought an- 
nouncements in eight others of the 
nation’s top 100 markets. 

Oldsmobile used The Patti Page 
Show in 56 of the 57 markets in which 
it bought spot time, General Electric 
sponsored Turning Point in 41 of 47 
markets, Continental Baking Co. went 
with Annie Oakley in 31 of 34, Seven 
Up Bottlers used Soldiers of Fortune 
in 26 of 27 and Pacific Coast Borax 
played Death Valley Days in 40 of 46. 

Others in the second-quarter run- 
down include: Falstaff Brewing with 
Celebrity Playhouse in 29 of 33 mar- 
kets; Tafon Distributors with The 
Hunter in 13 of 28; Phillips Petroleum 
with | Led Three Lives in 25 of 26; 
Socony Mobiloil with Mobil Theatre 
in 18 of 25; Carnation Co. (Dairy 
Products) with Annie Oakley in 14 of 
22; National Brewery with Mr. Dis- 
trict Attorney in five of 22; Emerson 
Drug with Science Fiction Theatre in 
18 of 21; Mennen Co. with Passport 
to Danger in 15 of 21; American 
Bakeries with Judge Roy Bean in 11 
of 20; Foremost Dairies with Rose- 
mary Clooney Show in 16 of 18; Bal- 
lantine Brewery with Highway Patrol 
in 16 of 17; Bardahl Oil Co. with Con- 


fidential File in 15 of 17; Kroger Co. 
with Highway Patrol in five of 17; 
Theodore Hamm Brewery with High- 
way Patrol in four of 15; H. J. Heinz 
with Studio 57 in 33 of 36, and Pills- 
bury Mills with Grand Ole Opry in ten 
of 11. 


Syndicated Film 


ABC FILM SYNDICATION, INC. 


Anniversary Package 

WKNB-Tv Hartford; wrcA-rv New York. 
Code 3 

KVos-Tv Bellingham, Safeway Stores; KHSL- 
tv Chico; Kktv Colorado Springs, Stand- 
ard Oil of Indiana; Krip-tv Dallas, Mercan- 
tile National Bank; Kmip-tv Midland; wsts- 
tv Roanoke. 

Douglas Fairbanks Presents 

KIEM-TV Eureka; KJEO Fresno; wosu-tv New 
Orleans, Bristol-Myers & Singer Sewing Ma- 
chine; Kvip Redding, Cal., Philco dealers: 
KTXL-TV San Angelo; KONO-TV San Antonio. 
Herald Playhouse 

wckt Miami; KTXxL-Tv San Angelo. 

The Three Musketeers 


KMiD-Ttv Midland; KTxu-tv San Angelo. 


Passport to Danger 

Kcem-tvy Albuquerque, Knadjians Rug Co.; 
wow-tv Omaha. 

The Playhouse 

KBES-Tv Medford; KTxL-tv San Angelo. 
Racket Squad 

Kyw-Tv Cleveland, Mennen Co.; KTHVv Little 
Rock; KBES-Tv Medford; KTxL-Tv San An- 
gelo; KONO-Ty San Antonio; WAPA-Tv San 
Juan. 

Sheena, Queen of the Jungle 

KGEO-Tv Enid: KTxL-tv San Angelo; KONO 
Tv San Antonio. 


GEORGE BAGNALL & 
ASSOCIATES, INC. 


Crusader Rabbit 

wsuF Buffalo; wrva-tv Richmond. 

36 Feature Films 

wBuF Buffalo; wutNn-tv Huntington, W. Va.; 
wyac-tv Johnstown; wrca-tv New York; 
wmtw Poland Springs. 


CBS TELEVISION FILM 
SALES, INC. 


Amos ’n’ Andy 

waca-tv Atlanta, Texize Chemicals, Inc.; 
waca-tv Atlanta; wMar-tv- Baltimore; 
WNAC-TV Boston; KVAL--Tv Eugene; WCBS-TV 
_ York; woso-tv Orlando, William Bros. 
Auto. 


Gene Autry 
wws-tv Detroit; wpAy-tv Fargo, Regan 
Bros.; KPIX San _ Francisco; WHYN-TV 


Springfield, Mass., Prince Macaroni Co., 
Inc., KoPo-tv Tucson, Fritos. 


Brave Eagle 

wrsc-tv Altoona, Keebler Biscuit Co.; 
wrsc-ty Altoona; wxyz-tv Detroit, Quaker 
City Confectionary; wxyz-tv Detroit, Favgo 
Beverages; KDKA-TV Pittsburgh, Quaker Citv 
Confectionary; WMAL-tv Washington, Quaker 
City Confectionary; WMAL-tvy Washington; 
wMFp Wilmington, Del., The Younger Set, 
Inc. 





Patti Page sings in her Screen Gems 
series 


Fabian of Scotland Yard 

KCMO-TV Kansas City, Katz Drugs. 
Files of Jeffrey Jones 

wwJ-tv Detroit; wstv Jackson, Miss. 


Adventures of Long John Silver 
wNaAc-Tv Boston; WFBM-TV 
Artie’s Potato Chip Co. 
Annie Oakley 

wrsc-tv Altoona; KGNc-TvV Amarillo; wLw-a 
Atlanta; Kero-tv Bakersfield, Popel’s Fur 
niture Co.; WBAL-Tv Baltimore; WAFB-TV 
Baton Rouge; wcus-tv Charleston; KROD-TV 
El Paso; KvAL-tv Eugene; wpay-tv Fargo; 
KMJ-Tv Fresno; kest-tv Harlingen; KULA- 
Tv Honolulu; wist Jackson, Miss.; KRrcc-Tv 
Jefferson City; wkzo-tv Kalamazoo, Schaefer 
Bakery; wrvy Miami; wsra-tv Montgomery ; 
wrReEx-Tv Rockford, Ill.; wesi-rvy Scranton; 
wnpbu-tv South Bend; wuyn-tv Springfield, 
Mass.; WFLA-TvV Tampa; Kopo-Tv Tucson, 
Wheeler Tv; Kwwt-tv Waterloo, Carnation 
Co.—Friskies. Carnation Co.- -fresh milk 


Indianapolis, 


sponsoring in following markets: KFDM-T\ 
Beaumont; kKkprc-Tvy Houston; KOOL-TV 
Phoenix; KENS-TV San Antonio; KOPO-TV 
Tucson; KwwL-tv Waterloo. 

Range Rider 

wJBK-Tv Detroit; wtvy Dothan, Sanitary 


Dairy; wkNB-tv New Britain, Martin Rosol 
frankfurters; wwLp Springfield, Mass., New 


England Provisions & Prince Macaroni; 
wiLK-Ttv Wilkes-Barre; WkKBN-TV Youngs- 
town. 


San Francisco Beat 

wNBF-Tv Binghamton, Genessee Brewing Co.; 
wnac-tv Boston; wyw-tv Cleveland; wens 
tv Columbus, Sealy Mattress Co.; wWJBK-TV 
Detroit; KHAS-Tv Hastings, Procter & 
Gamble; wkzo-tv Kalamazoo, Procter & 
Gamble and Top Value Stamps; KPLC-TV 
Lake Charles, Regal Beer; wsim-tv Lansing, 
Bristol-Myers and General Electric; wres 
Schenectady, Genessee Brewing Co.; wesi-Tv 


Scranton; wktv Utica, Genessee Brewing 
Co. 

Terrytoons Cartoons 

wnac-tv Boston; Kcr¢-tv Cedar Rapids; 


WHEN-TV Syracuse. 

Under the Sun 

Kztv Reno. 

The Whistler 

witn Washington, N.C., Thomas & Howard 
Co. 


GUILD FILMS CO., INC. 


Frankie Laine 
walm-tv Anderson, S.C.; Komu-tv Colum- 
bia; KGEO-tv Enid; wcem-tvy Quincy; wrTte 
Washington. 

(Continued on page 52) 


November 5, 1956, Television Age 








52 


Film 


Liberace 

waim-ty Anderson, S.C.; Komu-tv Colum- 
bia, Mo.; KcEO-tv Enid; xtac Lake Charles; 
WGEM-TV Quincy; wectv Thomasville, Ga.; 
wttc Washington. 

Molly (The Goldbergs) 

KtvA Anchorage; wAiM-tv Anderson, S.C.; 
KoaT-Tv Albuquerque; weNn-tv Chicago; 
KGEO-tv Enid; xktvr Fairbanks; KINY-TV 
Juneau; WMBV-Tv Marinette; Ksws-tv Ros- 
well; KTTs-Ttv Springfield, Mo.; KTVw 
Tacoma; wsAu-tv Wausau, Wis.; WMAL-TV 
Washington; wer Wilmington, Del. 
Florian Zabach 

wAIM-tv Anderson, S.C.; Komu-tvy Colum- 
bia, Mo.; KGEo-tv Enid; wtcn-tv Minne- 
apolis; WGEM-TV Quincy; wttc Washington. 


(Continued from page 51) 
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NATIONAL TELEFILM 
ASSOCIATES, INC, 


Combat Sergeant 

KLRJ-TV Las Vegas; KDKA-TV Pittsburgh. 
TNT 

wske-tv Erie; KGmMB-TV Honolulu; wkst La 
Crosse; KLIx-Ttv Twin Falls. 

20th Century Fox 

Kenc-tvy Amarillo; wars-tv Baton Rouge; 
WNEM-TV Bay City; wNBF-tv Binghamton; 
wNac-tv Boston; wGN-tv Chicago; WHO-TV 
Des Moines; wtvp Durham, N.C.; KRoD-TV 
El Paso; wseeE-tv Erie; KJEO Fresno; KCMB- 
tv Honolulu; wmer-tv Jacksonville; wKBT 
La Crosse; KLRJ-TvV Las Vegas; WKOW-TV 
Madison; wecco-tv Minneapolis; WDSU-TV 
New Orleans; wcAN-tv Portland, Me.; 
KRroc-Tv Rochester, Minn.; wrex-tv Rock- 
ford, Ill.; weoc-tv Salisbury; KrIx San 
Francisco; KELO-Tv Sioux Falls; WsBT-TV 
South Bend; KHQ-TvV Spokane; ww Lp Spring- 


9 Tale Mal—t-ig 


you'll see 


titm processing, it's Precision 








Kim Winona zings in CBS Television 
Film’s Brave Eagle series 


field, Mass.; wetv Thomasville, Ga.; Kvvo 
tv Tulsa; KL1x-tv Twin Falls. 


NBC TELEVISION FILMS 


Adventures of the Falcon 

Kansas City, Mo.; Philadelphia. 

Badge 714 

Alexandria; Atlanta; Bakersfield; Charlotte, 
N.C.; Colorado Springs; Duluth; Erie; 
Fresno; Huntington; Jackson; Louisville: 
Memphis; Phoenix; Pittsburg: Providence: 
Pueblo; Salt Lake City; San Francisco; 
Syracuse; Yakima. 

Captured 

Little Rock; Rochester, Minn.; Twin Falls. 
Crunch and Des 
Austin; Champaign, IIl.; 
ter, Minn. 


Memphis; Roches- 


Dangerous Assignment 

Johnson City; Twin Falls. 

Frontier 

Albuquerque; Bangor; Binghamton; Boise; 

Boston; Bristol; Burlington; Charlotte, 

N.C.; Cleveland; Detroit; El Paso; Greens- 

boro, N.C.; Jackson; Knoxville; Lawton; 

Little Rock; Los Angeles; Memphis; Nash- 

ville; New Haven; New York; Orlando; 

Portland, Me.; St. Petersburg; Scranton; 

Shreveport; Toledo; Tulsa; Twin Falls; 

Waterloo; Wichita Falls. 

The Great Gildersleeve 

Anchorage-Fairbanks; Boise; Erie; Mem- 

phis; Pittsburgh; Portland, Ore.; Roswell; 

St. Petersburg; Seattle; Yakima. 

His Honor, Homer. Bell 

Johnson City; Roswell. 

Hopalong Cassidy 

Evansville; Memphis; New York. 

Inner Sanctum 

Johnson City; Rochester, Minn.; 

Twin Falls. 

Life of Riley 

Eau Claire; Eureka; Holdrege, Neb.; Rapid 

City; Sacramento; Twin Falls. 

Paragon Playhouse 

Johnson City; Roswell. 

Sieve Donovan, Western Marshal 

Greensboro, N.C.; Pittsburg; Rochester, 

Minn.; Roswell; St. Louis. 

Victory at Sea 

Billings; Johnson City; Rochester, Minn.; 

Roswell. 

The Visitor 

Johnson City; Louisville; Twin Falls. 
(Continued on page 54) 
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The One-Stop 


The Choice of 


Top Professionals! 


AURICON PRO-600 


for 16mm Optical Sound-On-Film 













“Auricon Pro-600" with Lens 
Blimping Hood, Auto Parallax 
Finder with Magazine, Tripod 


Professional 
Picture Camera with 
Built-in Features 





















“Auricon Pro-600" with Critical 
Ground-Glass Focusing, 3-Lens Turret Lens Sun-Shades, Tele-Finders, etc. 








“Auricon Pro-600”" with Single- 
Lens “C” Mount, Tele-Finder 
Objective, View Finder, Magazine 


* Self-blimped for completely quiet 
studio operation. The whisper-quiet 
film flow of The “Auricon Pro-600” 
is silent proof of precision design. 
Your sound-recording microphone 
never picks up ‘Pro-600" camera 
noise. 


% 600 ft. film Magazines with Auricon 
Electromatic Take-up, for 16 minutes 
of continuous “’Talking-Picture” film- 
ing. 


% Synchronous Motor Drive for ‘’Single- 
System” or “‘Double-System”’ Recording 


% Available at added cost is “’Single- 
System” equipment for Optical Sound- 
Track-On-Film, ‘C-mount’ Lenses, 
Film Magazines, View-Finders, 3-Lens 
Turret, Critical Ground Glass Focusing, 





» SOLD WITH 30 DAY MONEY-BACK GUARANTEE, YOU MUST BE SATISFIED! 


PRICES START AT $1165 


Write for free illustrated “Auricon Pro-600” literature and prices 


“The Department Store of the Motion Picture Industry” 


5.0.5. CINEMA SUPPLY CORP. 


WESTERN BRANCH: 6331 Hollywood Boulevard, Hollywood 28, California — Phone: HOllywood 7-9202 
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TEL-Animastand 


ANIMATION and SPECIAL = 
EFFECTS CAMERA STAND | | 


Embodies features of the photo enlarger, 
micrometer and railroad roundhouse. Op- 
tical effects such as pans, angles, zooms, 
quick closeups and every variation for 
trick photography may be produced with 
the new TEL-Animastand. A camera fit- 
ted to a moveable, counterbalanced verti- 
cal carriage photographs the art work. @@ 
Will accept even the heaviest 16mm or 
35mm camera (Acme with stop motion 
motor illustrated) . 














All. basic movements associated with 
high-priced stands are incorporated. Ac- 
curacy is assured through precise regis- 
tration of art, work. Four Veeder Root 
counters which calibrate 18” north/south 
movement, 24° east/west travel, and 
zoom movements to the Art Table or 
Cell Board. Basic unit ONLY $2995 


Illustrated: TEL-Animastand with TEL- 
Anima sliding cell board, rotated at 45°. 


Rock-Steady Prints with TEL-Amatic Printer 


PROFESSIONAL continuous contact 
sound and picture printer for l6mm 
films. Prints color, black & white 
reversal, sound or silent films with 
rock-steady professional precision 
Has outstanding features never be- 
fore achieved in the low cost field 
Semi-automatic 13 scene mechanical 
light change for color + 1200 ft 
capacity « Three-way aperture for 
sound, picture and composite at 
main sprocket © Light source located 
at curved, sprocketed printing aper- 
ture ¢ Complete with filter slots for 
color + Footage counter and light 
change card indicator included 
TEL-Amatic Printer complete for 
bench or table mounting 

ONLY $1350 
TEL-Amatic Printer mounted on 
heavy floor pedestal ONLY $1495 


















Improve Your Film Titles 
with TEL-Animaprint 


For Motion Picture Producers, Animators, 
Special Effects Laboratories, TV Stations, 
Advertising Agencies, Art Depts., etc. 


The answer to economy in film 
titling! The first sensibly priced 
HOT PRESS TITLE MACHINE for 
high quality, fast lettering. Prints 
dry from colored foil for instant 
use. Acme pegs give perfect regis- 
tration on paper or acetate cells. 
Prints all colors. TEL- 
Animaprint tools for top 
techniques—greatest dollar 
for dollar value in the in- 
dustry! 


onty $395 


Write for TEL-Anima literature 


—covering every need for animation 


, 


Dept.N, 602 WEST 52nd ST. NEW YORK 19, WY. cs 
Phone: Plaza 7-0440 Cable: SOSOUND va 
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"HOLLYWOOD' 


IN THE “EAST. 








Agency: McCann-Erickson 
For: 


Chesterfield 
Fer Me 


* 
7 


ee) Try 
, : 
i E 





Benton & Bowles 
Tide 


Agency: 
For: 





Agency: Benton & Bowles 

For: Crest 

eeeeeeeeeeeoeooeoeoeeeeseeeeeee 
Commercial Film Producers 


EXETER 2-4949 


ATV FILM PRODUCTIONS, INC. 


“37-15 35th STREET, 1.1 c.1,N.¥.C 





Largest studio facilities in the east. 
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Film (Continued from page 52) 


RCA RECORDED PROGRAM 
SERVICES 


Foy Willing & The Riders of the 
Purple Sage 

wpMJ-tv Marquette; wrex-tv Rockford, IIl.; 
WFLA-TV Tampa. 

The Sam Snead Show 

wer-tv Buffalo; KHoLt-tv Holdrege, Neb.; 
wtTRF-Tv Wheeling. 

Town & Country Time 
wwJ-tv Detroit; wnct Greenville, N.C.; 
KTAG-tv Lake Charles; wiva-tv Lynchburg, 
Va.; wkow-tv Madison; KNTV San Jose. 
The World Around Us 

wwJ-tv Detroit; WFBC-TV Greenville, S.C. 
wFBM-Tv Indianapolis; wrMJ-tv Milwaukee. 


RKO TELERADIO PICTURES, 
INC. 
The Big Idea 


waca-tv Atlanta, Atlanta Transit System. 
27 Features 

WAAM Baltimore. 

Uncommon Valor 

KTEN Ada, Okla. r 

War in the Air 

KHJ-tv Los Angeles, Rainier Ale; wor-Tv 
New York; Kco-tv San Francisco, Rainier 
Ale. 


SCREENCRAFT PICTURES, INC. 
Judge Roy Bean 


wtvw Evansville; KcsJ-tv Pueblo; KCEN-TV 
Temple. 

Mickey Rooney Show 

wnct Greenville, N.C.; Ktac Lake Charles; 
KATV Little Rock; KpUB-tv Lubbock; wTMJ- 
tv Milwaukee. 

Star Feature Package 

KXLF-TV Butte; KoTA-Tv Rapid City. 
Western Package 

KTVF Fairbanks; KDwi-tv Tucson. 


SCREEN GEMS, INC. 
All Star Theatre 


wis-Tv Columbia, S.C.; wLw-p Dayton; KNTV 
San Jose. 

Big Playback 

GHP Cigar Co, sponsoring in following 
markets: wsz-tv Boston; wstv Charlotte, 
N.C.; wews Cleveland; KpKA-tv Pittsburgh. 
Celebrity Playhouse 

wena Albany, P & R Macaroni; wwJ-Tv 
Detroit, Slenderella; wsyr-tv Syracuse, P & 
R Macaroni; wiLtk-tv Wilkes-Barre; wsJs-TV 
Winston-Salem, Top Value Stamps. 

Damon Runyon 

KGUL-TV Galveston, Slenderella. 


Feature Pictures 

wNac-Tv Boston; weNn-tv Chicago; WHCT-TV 
Hartford; wrec-tv Memphis; wsoc-tv Salis- 
bury, Md 

Jungle Jim 

waBi-Tv Bangor, C. H. Rice Co.; KcRG-TV 
Cedar Rapids; wasnc-tv New York. 

Patti Page 

wwJ-tv Detroit; wrvp Durham, N.C., Kings- 
down Mattress; wetw Florence, S.C., Kings- 
down Mattress; wxeEx-tv Petersburg, Va., 
Kingsdown Mattress. 

Tales of the Texas Rangers 

Kcr¢-Tv Cedar Rapids; KTre-tv Lufkin, Tex. 
Top Plays 


KNTV San Jose. 





Dorothy Hart, as the spy and Herbert 
Ratiner as Russian officer in Guild’s 


I Spy 


WINIK FILMS CORP. 


Famous Fights 

KvOs-Tv Bellingham, Wash., Ford Dealer; 
wnct Greenville, N.C., Nationwide Insur- 
ance; WSAz-Tv Huntington, Fall City Brew- 
ing. 

WMAL-Tv Washington, Heckinger building 
supplies; wnct Greenville, N.C., Nation 
Wide Insurance Co.; KNox-tv Grand Forks; 
wALa-tv Mobile, Grady Buick. 


Commercial Film 
ACADEMY PICTURES, INC.. 


New York 

Completed: Drackett Co. (Dazy Air Fresh- 
ner), Ralph H. Jones; Shell Oil Co. 
(Shellzone), JWT. 

In Production: Wildroot Co., Inc. (hair 
tonic), BBDO; Colgate-Palmolive Co. 
(Palmolive shave cream), Ted Bates; 


Procter & Gamble (Jif Peanut Butter), Leo 
Burnett; International Latex Corp. (Playtex 
gloves); P. Ballantine & Sons, Esty; San 
Giorgio Macaroni, Inc., VanSant, Dugdale; 
Drackett Co. (Drano & Windex), Y&R; 
Gunther Brewing Co., Inc. (beer), SSC&B; 
Beech-Nut Packing Co. (baby foods), K&E; 
Radio Corp. of America and General Foods 
Corp. (RCA-Bird’s Eye), K&E 

Squibb & Sons (milk of magnesia), Cun- 
nigham & Walsh; General Foods Corp. 
(minute potatoes), Y&R; New England 
Telephone Co. (extensions), Harold Cabot. 


ALL SCOPE PICTURES, INC. 


Completed: Magna Power Tool Co. (Shop- 
smith), Brooke, Smith, French & Dorrance; 
Lucky Lager Brewing Co. (beer), McCann- 


Erickson; Montgomery Ward Co., FC&B; 
Kaiser Aluminum Co. (broiler foil, farm 
roofing, storm windows), Y&R; California 


Prune & Apricot Growers Assn. (Sunsweet 
prunes), Long. 


AMERICAN FILM PRODUCERS 


Completed: Esso Standard Oil Co. (gaso- 
lines—opening & closing), McCann-Erick- 
son; Esso Standard Oil Co. (Golden Esso 
Extra), McCann-Erickson. 


In Production: Esso Standard Oil Co. 
(Golden Esso Extra), McCann-Erickson: 
Pharmaco, Inc. (Chooz), DCS&S; Esso 


Standard Oil Co. (Your Esso Reporter- 
closing), McCann-Erickson; Bulova Watch 
Co., McCann-Erickson. 








ATV FILM PRODUCTIONS, INC. 


Completed: Bulova Watch Co., McCann- 
Erickson; Liggett & Myers Tobacco Co. 
(Chesterfield cigarettes), McCann-Erickson; 
Esso Standard Oil Co. (Esso research), 
McCann-Erickson; Procter & Gamble Co. 
(Tide); B&B; Chesebrough Mfg. Co. 
Cons’d. (Vaseline Hair Tonic & Ponds), 
McCann-Erickson; Standard Brands, Inc. 
(Burgerbits), Ted Bates; General Motors 
Corp. (Frigidaire), Kudner; Pharmaceuti- 
cals, Inc. (RDX), Kletter; Tea Council 
(iced tea), Leo Burnett. 

In Production: General Motors Corp. 
(Frigidaire), Kudner; Liggett & Myers 
Tobacco Co. (Chesterfield cigarettes), Mc- 
Cann-Erickson; Procter & Gamble Co. 
(Crest toothpaste), B&B; Pharmaceuticals, 
Inc. (Zarumin, RDX, Geritol), Kletter; 
Lambert Pharmacal Co. (Listerine—Les Paul 
& Mary Ford at Home), Lambert & Feasley. 


DYNAMIC FILMS, INC. 


Completed: Bulova Watch Co.; Charles 
Antell, Inc. (liquid hair spray); Hexavite 
Plus, Cavalier; Charles Antell, Inc. (For- 


mula #9). 


FILMACK CORP. 


Completed: H. H. Hixson & Co., Ine. 
(coffee), A. D. Phillips; National Presto 
Industries, Inc. (appliances), Arthur Gross- 
man; Nehi Corp. (Royal Crown cola), 
Lustig; Community Fund (appeal for 
funds), Chicago Community Fund; State 
of Illinois (banking systems), Bozell & 
Jacobs; Elam Mills, Inc. (cereals), Henry 
Senne. 


KEITZ & HERNDON 


Completed: Anderson Pritchard Oil Co. 
(APCO gasoline), Erwin, Wasey; Chicago 
Corp. (Champlin gas & oil); M-B Brand 
Barbecue. 

In Production: Standard Oil Co. of Indiana 
(oil & gasoline), D’Arcy; Mishawaka Rub- 
ber & Wool Co. (Red Ball Janie Jet shoes), 
Campbell-Mithun; Okla. Corp.  (invest- 
ments) ; General Electric Co. (heaters & air 
conditioners), R&R; Quality Chekd (dairy 
products), Campbell-Mithun. 


LALLEY & LOVE 


Completed: Westinghouse Electric Corp. 
(housepower), Ketchum, MacLeod & Grove; 
Aluminum Co. of America (ALCOA auto- 
motive), Fuller & Smith & Ross; Westing- 
house Electric Corp. (Studio One—open- 
ing), McCann-Erickson. 

In Production: North America Philips Co. 
(Norelco electric shaver), C. J. LaRoche. 


LEWIS & MARTIN FILMS, INC. 


Completed: Wen Products (power saw) ; 
National Toilet Co., Inc. (Nadinola), Roche, 
Williams & Cleary; Democratic Party (The 
Man from Libertyville—Adlai Stevenson), 
Norman, Craig & Kummel; Midas Muffler, 
Bozell & Jacobs; Holly Co. (Mechanicus), 
Morlock. 

In Production: J. W. Mortell Co. (Mortite), 
Robert Christopher; syndicated bank spots; 
syndicated dairy spots. 


MPO TELEVISION FILMS, INC. 


Completed: Gillette Co., Maxon; R. J. Rey- 
nolds Tobacco Co. (Salem cigarettes), Esty; 
General Electric Co. (GE consoles) Y&R; 
Cameo Corp. (cleanser), D-F-S; Chemstrand 
Corp. (Acrilan), Doyle Dane Bernbach; 
Atlantic Sales Corp. (French’s Instant Pota- 
toes), JWT; Hudnut Sales Co., Ine. 
(Richard Hudnut toilet preparations), K&E; 
Speidel Co. (watchbands), Norman, Craig 


& Kummel. 


In Production: General Electric Co., BBDO; 
Procter & Gamble Co. (Ivory Snow), B&B; 
Procter & Gamble Co. (Duz), Compton; 
Div. of Zonite Prods. (Lady Esther), D-F-S; 
General Mills, Inc. (Cheerios), D-F-S; 
Hudnut Sales Co., Inc. (Richard Hudnut 
toilet preparations), K&E; Union Carbide 
& Carbon Corp. (series for Omnibus), 
Mathes; Chrysler Sales Div., McCann-Erick- 
son; Ciba Company, Inc. (pharmaceutical 
prods.), JWT; Joseph Schlitz Brewing Co. 
(beer), JWT; Bristol-Myers Co. (Vitalis), 
DCS&S. 


FRED A. NILES PRODUCTIONS, 
INC, 


Completed: Thomas J. Webb (coffee), 
Meyerhoff; White Rose gasoline, Wesley 
Aves; Lion Oil Co. (gasoline), Ridgway; 
Corn Products Refinery (institutional), C. L. 
Miller; Magi-Kist (rug cleaners), Doris 
Greenwood; Gibson Art Co. (greeting 
cards), Stockton, West & Burkhart; S.S.S. 
Co. (tonic), Day, Harris, Hargrett & Wein- 
stein. 

In Production: John Puhl Prods., sub. of 
Sterling Drug, Inc. (Little Bo-Peep am- 
monia), Roche, Williams & Cleary; Kraft 
Foods Co. (margarine), Needham, Louis & 
Brorby; Grecian Formula (emollient), D’- 





Playhouse Pictures makes a “Flying 
Carpet” commercial for Ford 


Arcy; Serta Associates, Inc. (mattresses), 


R&R. 
PLAYHOUSE PICTURES 


Completed: Ford Motor Co. (1957 Ford), 
JWT; Dream Whip, Y&R; Kaiser Aluminum 
& Chemical Corp. (aluminum), Y&R; Rem- 
ington Rand, Electric Shaver Div. (electric 
razors), Y&R; Campbell Soup Co. (Pork & 
Beans), Needham, Louis & Brorby; Frank 
Taylor Ford; Richfield Oil Co. (Rich-Heat 
oil), Hixson & Jorgensen. 

In Production: DeSoto Div., Chrysler Corp. 
(1957 DeSoto), BBDO; Falstaff Brewing 
Corp, (beer), D-F-S; Department of the 
Navy (recruiting); Schlitz Brewing Corp. 
(beer); JWT; Tennessee Ernie Ford Show 

openers, JWT. 


REID H. RAY FILM 
INDUSTRIES, INC. 


Completed: Pillsbury Mills, Inc. (mixes), 
Campbell-Mithun; Cream of Wheat Corp. 
(Cream of Wheat), BBDO; Midwest Wine 
Co. (Temple wine), Campbell-Mithun; 
Jacob Schmidt Brewing Co. (beer), Maxon; 
Charmin Paper Mills (tissue), Campbell- 
Mithun; Deere and Co. (farm equipment) ; 
Barlow & Seelig Mfg. Co. (Speed Queen 
automatic washers), Geer-Murry. 

In Production: Pillsbury Mills, Inc. (mixes) , 


Campbell-Mithun; Toro Mfg. Corp. (lawn 
equipment), BBDO. 

SCREEN GEMS, INC. 

In Production: National Biscuit Co. (Na- 


bisco shredded wheat), K&E; Kellogg & 





Co., Leo Burnett; Lever Bros. Co. (Wisk), 
BBDO; General Electric Co. (bulbs), 
BBDO. 


WARREN R. SMITH, INC. 


Completed: Koppers Co., Inc. (Wolmanized 
lumber), Smith, Taylor & Jenkins; Restonic 
Corp. (mattress), Dubin & Feldman; Rheas 
Bakery, Wm. Cohen; Beverly Farms (milk), 
Friedman & Rich; Drakes Bread, Friedman 
& Rich; Duquesne Brewing Co. of Pitts- 
burgh (beer), Vic Maitland. 


In Production: Ohio Fuel Gas Co. (natural 


gas), Ketchum, MacLeod & Grove; Loval 
watches, Jay Reich; Black Angus (rotis- 
serie), Goldman & Shoop. 
TRANSFILM, INC. 
Completed: General Electric Co. (Power- 


mite flash bulbs), Grey; General Electric 
Co. (transistor radios), Maxon; Robin Hood 
Flour Mills Ltd. (Robin Hood Chocolate 
Cake Mix), Y&R; Borden Co. (milk, choco 
late drink, ice cream), B&B; Union Carbide 
& Carbon Corp. (Prestone anti-freeze), Esty; 
P. Ballantine & Sons (beer), Esty; Alumi- 
num Co. of America (ALCOA aluminum), 
Fuller & Smith & Ross; American Motors 
Corp. (Nash Rambler), Geyer; Radio Corp. 
of America (RCA Victor records), Grey; 
P. Lorillard Co. (Old Gold cigarettes), 
Lennen & Newell; Noxzema Chemical Co., 
MacManus, John & Adams; U. S. Rubber 
Corp. (wire & cable, Koylon, tires, timing 
belts), Fletcher Richards; American Ma- 
chine & Foundry Co. (AMF auto pinspot- 
ters), Fletcher Richards; Minnesota Mining 
& Mfg. Co. (Sasheen Ribbon), MacManus, 
John & Adams; R. J. Reynolds Tobacco Co. 


(Camel cigarettes), Esty; Gillette Co. 
(safety razors & blades), Maxon. 

VIDEO PICTURES 

Completed: General Motors Corp. (Olds- 


mobile), D. P. Brother; Sperry & Hutchin- 
son Co. (Green Stamps), SSC&B. 

In Production: American Tobacco Co. (Pall 
Mall), SSC&B; New Departure Div. of Gen- 
eral Motors Corp. (coaster brakes & general 
bearings), D. P. Brother. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Aluminum Co. of America 
(ALCOA), Fuller & Smith & Ross; E. L 
Du Pont de Nemours Co., Inc., BBDO; 
Ford Motor Co., JWT; Chrysler Div., Me- 
Cann-Erickson. 





William J. Scripps Assoc. 


Telec 





ication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 








Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment. Dollies, 
Lenses, TV camera accessories. Write for 


catalogue or call: 


SALES — SERVICE RENTALS 
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McCann (Continued from page 37) 


Swift & Co., Westinghouse Electric 
Corp., Chesebrough-Ponds, Inc., Esso 
Standard Oil Co., the Whitehall Phar- 
macal Co. and the National Biscuit 
Co.—approximately 25 per cent are 
in the multi-million-dollar billing class, 
with five of them accounting for totals 
annually of more than $10 million 
each. Another 25 per cent represent 
billings ranging between $250,000 and 
$1 million, while the remaining half 
spend under a quarter of a million, 20 
of them less than $20,000. 

What are the philosophies and the 
thinking behind the servicing of these 
accounts, the beliefs that have kept 
old clients from straying from the fold 
and that have enticed new and lucra- 
tive ones into it? Under Mr. McCann, 
Mr. Harper and executive vice presi- 
dent Emerson Foote, the operations of 
McCann-Erickson have been molded to 
two basic tenets—one of them an “out- 
side” concept of what an agency today 
must be and what it must offer to its 
clients, the other an “inside” concept 
of how that is to be accomplished. 

In limning concept number one, Mr. 
Harper has stated that fundamentally 
the function of an agency is a business 
one. He disagrees with those who see 
advertising as a profession—“adver- 
tising is a business, helping other 
businesses to make sales”—and he 
feels that the only yardstick of any 
agency's efficiency is the degree to 
which it contributes to the profits of 
its clients. 

In order to effect any such worth- 
while contribution an advertising 
agency must be more than merely that, 
Mr. Harper believes. It must be rather 
in the nature of a sales-development 
service, making full use of all the mar- 
keting and research tools available to 
it. And because marketing efficiency 
“increasingly depends upon precise 
and intimate knowledge” of the con- 
sumer, an agency must further be “the 
interpreter of the consumer” to its 
clients. 

To fulfill this external concept, 
McCann-Erickson’s corollarial internal 
concept has made it a completely ori- 
ented, many-faceted agency. In Mr. 
Harper’s own words at a meeting of 
McCann-Erickson office heads last 
spring: “Basically, we go to an adver- 
tiser with more in mind today than 
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those original concepts of brokering 
space and designing pictures or words 
for that space. 

“We help him select an advertising 
manager, often a marketing manager; 
we help him design his new product; 
we help him plan it. Often, we find 
ourselves conducting his sales meet- 
ings, appraising his marketing, work- 
ing with his top management; helping 
him in areas which have little or 
nothing to do directly with advertis- 
ing.” 

This determination to act as a busi- 
ness component of its clients, linked 
restlessness with traditional 
agency patterns, has led McCann- 
Erickson to chart an organizational 
blueprint unlike that of any other 
agency. It is a highly complex struc- 
ture, manned by staff and line officers 
and operated generally along the lines 


to a 


of large industrial corporations. 
Marschalk & Pratt 


Part of the McCann-Erickson cor- 
porate anatomy is a second, smaller 
advertising agency, Marschalk & Pratt, 
which was acquired in 1954 and func- 
tions autonomously in handling a 
variety of accounts. Then there is the 
public-relations, publicity and product- 
information service known as Com- 
munications Counselors, Inc., which, 
though a wholly owned affiliate of Mc- 
Cann-Erickson, operates independently 
with the option of selecting its own 
clients, whether or not they are serv- 
iced by the parent company. 

Also within the overall McCann 
structure is a fully staffed marketing- 
management consultant service, called 
Market Planning Corp., specializing in 
the field of distribution—and last, but 
very far from least, there is the oldest 
of the McCann-Erickson adjuncts, the 
International Division, headed by 
Frank White, former president of NBC. 

McCann-Erickson’s greatest single 
strides within the past several years 
have been taken in this lattermost di- 
rection—and in television. Perhaps 
dwarfing even the International Divi- 
sion’s five-fold increase in business 
between 1948 and 1955, during which 
period it accounted for 25 per cent of 
the $111 million in total new billing, 
has been the performance chalked up 
by the agency’s television department 
under the aegis of vice president C. 
Terence Clyne. 

McCann-Erickson has gone to the 


electronic post this fall with a stagger- 
ing $105 million in tv and radio bill- 
ings, marking the first time in the an- 
nals of advertising that broadcast ex- 
penditures placed by a single agency 
in a single season have hit or gone be- 
yond the $100-million milestone. 
Only $15 million of this record- 
breaking total is going into network 
and spot radio. The $90 million ear- 
marked for television breaks down as 
follows: $60 million for network pro- 
gramming, $15 million for spot net- 
work and $15 million for spot an- 
nouncements, spread over what Mr. 
Clyne likes to call “the four networks” 
-—ABC, CBS, NBC and local stations. 
This “share-the-tv-wealth” attitude 
is a somewhat different story than that 
of two years ago, when practically all 
of McCann-Erickson’s network shows 
‘were to be found on CBS. This season 
Columbia is cutting a 40-per-cent slice 
of the agency’s programming melon, 
NBC 30 per cent and ABC 20, with the 
remaining 10 per cent allocated to the 
“fourth network” of local stations. 
Full-hour nighttime shows wearing 
the McCann-Erickson colors are Studio 
One (Westinghouse), Climax! (Chrys- 
ler), Disneyland (Swift), Jackie Glea- 
son (Bulova), Warner Bros. Presents 
(Chesebrough) and the Wednesday- 
night fights (Mennen). Other network 
programs include Dragnet, Gunsmoke 
and the new Jack Webb Noah’s Ark 
for Chesterfield; Eddie Fisher for 
Coca Cola; The Adventures of Jim 
Chesebrough; the Gale 
Storm show for Nestle, and the new 


High 


Bowie for 
quiz session, Finance, for 
Mennen. 

Daytime entries carrying 
McCann-Erickson participations _in- 
clude Queen for a Day, The Mickey 
Mouse Club, Art Linkletter’s House 
Party, The Lone Ranger, Home and 
Today, and the Garry Moore, Bob 


Crosby, Tennessee Ernie Ford and 


sundry 


Uncle Johnny Coons stanzas, while 
numbered among the agency’s regional 
shows—some of them in 50 or more 
markets—are Death Valley Days for 
the U. S. Borax & Chemical Co., Sky 
King for National Biscuit, Esso Re- 
porter and Sohio Reporter, for Esso 
Standard Oil and Standard Oil of 
Ohio, respectively. 
McCann-Erickson is also buying 
spot tv for the California Packing Co.., 


(Continued on page 58) 


















THE ELECTION AND TV. With the 


election over this week, researchers can 


go to work to learn how it happened to 
come out the way it did and why. An 
important determination in their in- 
vestigations will be the part which tele- 
vision played in the campaign and in 
the outcome. Their findings on this 
score should be especially significant, 
for this was the first presidential elec- 
tion since the medium became estab- 
lished on a nationwide, if not “competi- 
tive,” basis. 

In contrast to the 1952 election, 
when there were only about 125 sta- 
tions on the air, there are now nearly 
500. Instead of about 20,000,000 sets 
in use, there are now 40,000,000. In 
addition, there are few stations today 
without network interconnection. This 
was not true four years ago. There is 
ait least one station now in every state. 
In 1952 there were 15 states which had 
no stations, and the same situation pre- 
vailed in sizable cities in other states, 
such as Spokane, Wash., Charleston, 
W. Va., El Paso, Tex., Knoxville, 
Tenn., Scranton, Pa., Youngstown, 
Ohio, Springfield, Mo., Duluth, Minn., 
Shreveport, La., Wichita, Kan., and 
many more. 


With over 90 per cent of the popula- 
tion within reach of a signal and able 





Washington Memo 



























to tune in on the conventions and the 
campaign speeches, it would seem that 
celevision has attained maturity from 
the standpoint of its ability to reach 
the voter. The major political-party 
leaders must think so, otherwise they 
would not have devoted such a large 
part of their limited funds to video— 
and such a small part to radio and 
other media. 

What the researchers find out will be 
of tremendous importance to the in- 
dustry. Their findings will probably 
have considerable bearing on future 
election budgets for television, on the 
application of various techniques in 
campaigning for office (perhaps color), 
on the employment of the five-minute 
period versus the 30-minute segment 


and on the use of the “spread-out” 
system in preference to the concen- 
trated all-network programs. 

The impact of the medium on the 
elections may also influence legislation 
in Congress. The Senate Elections Sub- 
committee is gathering data on political 
time expenditures over individual sta- 
tions as well as networks and plans to 
have a report ready in a few weeks. 

This will provide the first official in- 
formation on national tv expenditures 
for the election. If it shows a wide 
disparity in the use of tv between the 





parties and a relationship to party 


finances, it can be expected that the 
proposal for an equal allotment of free 
time (subsidized by the broadcasters 
or the. government) to the Presidential 

and possibly Congressional—candi- 
dates at the national elections may 


gain support. 


STATIONS COME HIGH. The recent 
purchase of the Storer stations (WAGA 
and waGa-Tv) in Atlanta, Ga., by the 
Washington Post for $6.5 million, con- 
ditional on FCC approval of the Storer 
deal to acquire WMUR-TV Manchester, 
N.H., and move the transmitter site to 
serve Boston, provides eloquent testi- 
mony of the increasing values of tv 
properties. 

Less than four years ago, CBS paid 
$6 million for a station in Chicago 
(now WBBM-TV) which was then a 
record price for a tv facility. Three 
years ago, Westinghouse bought a sta- 
tion in Philadelphia for $8.5 million. 
That was a new high. Then two years 
ago, Westinghouse paid $9.75 million 
for the DuMont station in Pittsburgh, 
which is still the only “v” in the area. 
That transaction set a new record price 
for a station. 

On the basis of the prices paid for 
the Chicago, Philadelphia and Pitts- 
burgh stations, it would seem that the 
Post is paying an exorbitant amount 
for the Atlanta facility. But that is 
not the case. What CBS paid for its 
Chicago station seemed exorbitant at 
that time. But in the last two years 
alone the WBBM-TV rate for Class A 
time has increased from $3,000 to 
$3,900 per hour, and the rate for 
WAGA-TV has gone from $650 to $1,- 
000. Similarly, the Class AA rate for 
wetz Philadelphia (now wWwRCV-TV) 
has risen from $2,500 to $3,200, and 
at KDKA-TV Pittsburgh it has jumped 
from $1,400 to $1,700. 

Since prices of stations are based 
in large part on current earnings, it 
is obvious that the Chicago, Phila- 
delphia and Pittsburgh purchases were 
bargains. On the basis of the price for 
waGa-Tv, a CBS affiliate, WBBM-TV 
should be worth around $20,000,000. 
Certainly, CBS got a bargain there. 


FCC “INDEPENDENCE.” One legis- 
lative proposal which will certainly 
be affected by the outcome of the 
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Mc Cann (Continued from page 56) 
Bell Brand Foods, Ltd., Cleveland Elec- 


tric Illuminating Co., Corn Products 
Sales Co., Stegmaier Brewing Co., 
Gray Drug Stores, Inc., the Milk Foun- 
dation, Inc., Columbia Records, the 
California Wine Association and the 
Pacific Power & Light Co., among 
others and in addition to clients who 
also use network programming. 

To augment its regularly scheduled 
network roster of nighttime programs, 
McCann-Erickson has the hour-long 
Shower of Stars on CBS for Chrysler, 
and a John Hancock participation in 
NBC’s 90-minute Producers’ Showcase, 
both on a once-a-month basis. In the 
planning stage for this season also are 
a couple of more “specials’—Terry 
Clyne prefers that term to “spectacu- 
lars”—underlining the agency’s lean- 
ings toward a “big-show concept,” de- 
spite the feeling of some industryites 
that the future of spectaculars—or 
specials—is uncertain, if not down- 
right dubious. 


Bullish on Tv 
That McCann-Erickson is bullish on 


the value of television as an advertis- 
ing medium is obvious, not only from 
a rundown of its programming activ- 
ities, but even more tangibly in the 
fact that its tv business has doubled 
in the past two years and that this 
year’s $90 million in video billings 
embraces 51 per cent of the agency’s 
domestic accounts. 

Marion Harper’s own views on the 
medium are pertinent and trenchant. 
“It’s estimated that in 1957 television 
will receive a larger proportion of the 
national advertising dollar than any 
other medium,” he says, “and this 
progress in the short period of some 
six years is unparalleled in the history 
of advertising. Such expenditure re- 
flects both the results that can be 
gained from the medium when prop- 
erly used and the confidence of the 
advertisers for the future.” 

A note of warning nevertheless 
tempers Mr. Harper’s thinking as he 
adds, “However, in the foreseeable 
future the medium will be subject to 
sericus reappraisal because of in- 
creased costs and diminishing circula- 
tion return. To justify the return, there 
must be an increase in the ‘salesman- 
ship’ of tv.” 
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McCann-Erickson is—and justifiably 
can be—proud of its television depart- 
ment. Terry Clyne is managing direc- 
tor of tv for the agency, and he is also 
chairman of its plans review board; 
the combination gives him a broader, 
more well-rounded perspective on a 
client’s advertising requirements. As- 
sisting him is former Broadway thea- 
trical producer George Haight as di- 
rector of television. And under them is 
a staff of 49 people—a group of care- 
fully selected, vari-talented people who, 
says Mr. Clyne, “are prepared to meet 
and fulfill any tv programming chal- 
lenge put to them.” 

The creation of this self-contained 
staff came about in 1954, when it was 
decided to set up a programming de- 
partment that could conceive, plan, 
write and build any kind of network 
tv show—without any help from th 
networks. The fact that McCann-Erick- 
son now originates and produces more 
video programs than any other agency 
would seem to be one indication of 
how well this decision was carried out. 

While McCann-Erickson’s entire tele- 
vision operation speaks eloquently of a 
deep-seated faith in tv as a revenue 
producer for advertisers, it is not a 
blind faith. Although he feels that no 
other agency in the business is better 
equipped than McCann to handle a 
client’s television problems, Mr. Clyne 
also is of the opinion that today he 
and his people must take “longer 
looks” at the medium and at a client’s 
needs—and their relationship to each 
other. 

Television’s importance to McCann- 
Erickson doesn’t stop at the borders 
of the United States. The agency’s In- 
ternational Division—known officially 
as McCann-Erickson Corp. (Interna- 
tional) and helmed by Frank White 
as board chairman, Edward R. Beach 
as president, Arthur L. Grimes as vice 
president and general manager and 
Vincent Tutching as vice president— 
reports that tv is accounting for in- 
creasingly large percentages of the 
total billings in those foreign countries 
which have commercial video. 

That gratifying situation has thus 
far been limited pretty much to Latin 
America, inasmuch as commercial tv 
is only in its swaddling clothes in 
Great Britain and in virtually a pre- 
natal state throughout the rest of Eu- 
rope. But the results that McCann- 


Erickson has been having with video 
advertising south of the border may 
be a manifestation of things to come 
in other parts of the world. 

Thirty per cent of the Internationa, 
Division’s total billings in Puerto Rice 
are derived from tv; in Cuba, Mexicu 
and Brazil the percentages are, in that 
order, 20, 15 and 10. According to 
vice president - general manager 
Grimes, “hundreds of thousands of 
spot announcements annually and hun- 
dreds of programs weekly” are handled 
by the McCann Brazilian offices in Rio 
de Janiero, Sao Paulo, Porto Alegre 
and Curitiba. 

McCann _ International 
1927 with an office in Paris, followed 
by one in London. A German outlet 
was established in Frankfurt the next 
year, and in 1935 the agency set up 
shop in South America with offices in 
Buenos Aires and Rio de Janeiro. 


started in 


Global Picture 


Today the McCann global picture 
shows four offices in Germany, four in 
Brazil, two in Canada (with a third, 
in Vancouver, soon to be added to the 
existing ones in Toronto and Mont- 
real), two in Mexico, two in Colombia 
and one each in England, France, Bel- 
gium, Argentina, Chile, Cuba, Peru, 
Puerto Rico, Uruguay and Venezuela. 

At McCann-Erickson the appellation 
“branch offices” for these overseas op- 
erations is frowned upon. They are de- 
scribed rather as a “network,” with 
each link in the chain not merely an 
adjunct of the domestic company but 
an agency entity in itself, competing 
for local business and geared to serv- 
ice fully the advertising requisites of 
local manufacturers and dealers. Every 
McCann foreign office has its own re- 
search facilities and is prepared to 
bring the same marketing know-how 
evolved by the agency in America to 
local distribution problems, product 
and package design, public relations 
and other sales-development services. 

Total 1955 billing of the 500-odd 
overseas accounts (nearly four times 
the number handled by the dozen Mc- 
Cann-Erickson U. S. offices) has been 
variously reported as around $35 mil- 
lion at the free rate of exchange, a 
figure which McCann _ International 
president Beach calls “on the low 
side.” 


(Continued on page 76) 








TELEVISION AGE 


T is often said that if you want to 

know about a company’s business, 
ask the competition. This adage aptly 
applies to the television industry and 
is particularly pertinent to spot. The 
alert station manager should know as 
much about his competition as he does 
about his own operation. 

“Our work doesn’t end when a high- 
ly desirable advertiser has bought a 
network show on a must-buy opposi- 
tion station in our market,” is the 
way one station man puts it. “When 
we've lost a good sale to the other guy 
our work begins. We watch what the 
other guy’s show is doing for the client. 
If we don’t think the advertiser is 
getting his full shake, we don’t hesitate 
to let him and his agency know. With 
facts. And, of course, at the same time 
we make a pitch for spot schedules.” 


Market for Watchfulness 


That there is a market for this kind 
of intelligent watchfulness is borne out 
by two items in the Spot Report listings 
which follow. These are the reports 
on Swift Co. and Schlitz Brewing. 
Both companies at present have their 
advertising campaigns in full opera- 
tion, including widely played network 
shows. However, each of them is re- 
ported to be holding money in reserve 
in case shock-troop activity is needed 
in any one of its network markets. 

Pressure by local dealers and dis- 
tributors will, in most instances, be 
decisive in bringing about these added 
spot manuevers. But also, as indicated, 
alert competing stations can get this 
additional business if they can force- 
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a review of 





REPORT 


current activity 


in national 
spot tv 


fully point out to the advertiser any 
local defection in his advertising cam- 
paign. 


ALBERT MILLING CO. 
(Erwin, Wasey Co., Lid., L. A.) 


This division of Carnation Milk bought 
co-sponsorship of Ziv’s Men of Annapolis 
in 17 west coast and Rocky Mountain 
markets. In 14 of these markets the company 
is sharing the upcoming series with Fuller 
Paint Co. The three markets for which a 
co-sponsor is yet to be found are Eugene, 
Idaho Falls and Salinas. Muriel Bullis 

is the timebuyer. 


AMERICAN BAKERIES CO. 
(Young & Rubicam, Inc., Chicago) 


The company has been—and still is— 
buying as many as four or five nighttime 
announcements in its markets. There is no 
set pattern to these buys; they are being 
made as they come up. The company has 
in the past made buys in the following 
markets: Birmingham, Jacksonville, 
Orlando, Atlanta, Augusta, Indianapolis, 
Detroit, Minneapolis, New York, Charlotte, 
N. C., Durham, Greenville, N. C., Kansas 
City, St. Louis, Cincinnati, Cleveland, 
Columbus, O., Toledo, Pittsburgh, Florence, 





Frank Chipperfield, media director, 
Gardner Advertising, St. Louis, in 
charge of buying for Anheuser-Busch’s 
Busch-Bavarian Beer. 


Greenville, S. C., Johnson City, Knoxville, 
Memphis, Nashville, Amarillo, Beaumont, 
Dallas, Houston, Wichita Falls and 
Roanoke. Ruth Leach is the timebuyer. 


AMERICAN SNUFF CO. 
(Simon & Gwynn, Inc., Memphis) 
The maker of various brands of snuff and 


BULL OF WOODS chewing tobacco is a 
possibility for spot activity soon. In the 
first of 1956 the company ran schedules in 
12 states in the south and southwest: 
Alabama, Arkansas, California, Florida, 
Louisiana, Mississippi, North Carolina, 
Oklahoma, South Carolina, Tennessee, Texas 
and Virginia. H. N. Gwynn, partner, is 
contact. 


AMERICAN TOBACCO CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


As already noted in Sept. 24 Spot Report, 
the company’s spot foray for Hit Parade 
started on the west coast—in some ten 
California markets. It has also gotten 
underway in New York and Chicago. 

As expected, the company is not stopping 
with these dozen markets; more will follow 
as rapidly as good buys can be made. 
Hope Martinez is the timebuyer. 


AMERICAN TOY PROMOTION 
(Grey Advertising Agency, Inc., N. Y.) 


The widespread Christmas promotion for 
this account consists of minutes in both 
women’s and kids’ shows. Dorothy Houghey 
is the timebuyer who helped on the buying, 
but the contact is account supervisor 
David L. Rand. 


ANDERSON CLAYTON & CO. 
(D’Arcy, Inc., N. Y.) 

The Foods Division is making a big 
advertising splash for a new all-vegetable 
shortening called FLAIR. Spot-tv schedules 
are being tested in midwest and southwest 
markets. The company is buying both 
night and day and also both programs and 
announcements. Frank Gay is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(D’Arcy, Inc., St. Louis) 


The company is known to have rejected 

several network shows and is instead on 

the brink of committing itself to a long- 
(Continued on page 61) 
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Spot (Continued from page 59) 


range spot-tv policy. The plan is to go into 
70 top markets with an average of -five 

to seven nighttime spots per week. 

Starting date is around Jan. 1. John I. 
Hyatt and Dolan Walsh are the timebuyers. 


ANHEUSER-BUSCH, INC. 
(Gardner Advertising, St. Louis) 


The company is seeking to expand d 
tribution of its BUSCH- BAVARIAN BEER 
which would mean a corresponding expan- 
sion of spot activity. The problem is one 

of production. Accordingly, there may be 
some mergers with local breweries coming 
up soon. In any case, BUSCH-BAVARIAN 
will get its next spot push in the south- 
west, especially Texas. Frank Chipperfield, 
media director, is in charge of the buying 
group. 


ARMOUR & CO. 

(N. W. Ayer & Son, Inc., N. Y.) 
Armour’s fiscal year begins in November. 
The amount of spot activity, therefore, 
depends on allotments for each product. 
Past performance and present indications 
point to spot activity for 1957 for products 
handled by Ayer, which include Dash Dog 
Foods, Dairy, Poultry, Margarine and 
Shortening products, and the Refinery 
Division, as well as Frosted Foods Division. 
Elaine Ogle is the timebuyer. 


ART INSTRUCTION, INC, 
(Knox Reeves Advertising, Inc., 
Minneapolis ) 


This organization sporadically makes place- 
ments of its five-minute mail-and-phone-order 
film. There has been another flurry recently. 
Wendell Eastling is the timebuyer. 


V. A. BARRY CO. 


(White Advertising Agency, Tulsa 
& L. A.) 
This firm of importers located in Los 
Angeles has just appointed the White 
agency to handle advertising for 20 different 
beers and ales from 15 foreign countries. 
An extensive advertising campaign is 
planned for the coming year. The White 
agency is a member of National Advertising 
Agency Network. Sanford L. Kahn, 
account executive in the Los Angeles office, 
is the contact. 


BEECH-NUT PACKING CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


The company is no longer sponsoring Dr. 
Spock’s baby talks. It is expected to come 
up soon with spot-tv campaigns in many 
markets. Lucy Kerwin is the timebuyer. 


BLATZ BREWING CO. 
(Kenyon & Eckhardt, Inc., Chicago) 


Blatz has bought for a November start in 
Wisconsin markets the MCA-TV film series, 
Rosemary Clooney Show. The brewery is 
set to continue the program for 52 weeks. 
Harry M. Sager, media director, is the 
timebuyer. 


BYMART-TINTAIR, INC. 
(Product Services, Inc., N. Y.) 


As mentioned in Oct. 8 Spot Report, the 
company is seeking placements of 15-minute 
and half-hour shows for two new hair- 
grooming products. A further check reveals 
that Bymart is still buying. Les 
Blumenthal, executive vice president, is 
the contact. 








Claire Crawford, in charge of tv-radio 
at Blaine-Thompson, Inc., N. Y., han- 
dling Merkel, Inc. and Temple Frosted 
Foods, Inc. 


CHARMIN PAPER MILLS, 
(Campbell-Mithun, Inc., 


Charmin is buying daytime ID’s un a satura- 
tion basis, as high as 15 per week. The 
campaign is being set in a handful of 
markets, wherever the company has distri- 
bution. William Fuhrman is the timebuyer. 


CHEF-BOY-AR-DEE, division of 
American Home Foods, Inc. 
(Young & Rubicam, Inc., N. Y.) 


This firm will be continuing with its spon- 
sorship of Television Programs of America’s 
Stage Seven half-hour series in the following 
markets: New York, Boston, Providence, 
New Haven, Springfield, Mass., Portland, 
Me., Wilkes-Barre, Scranton, Harrisburg 
and Youngstown. Russell Young is the 
timebuyer. 


CHEMICAL CORP. OF AMERICA 
(Day, Harris, Hargrett & Weinstein, 
Inc., Atlanta) 

The maker of FREEWAX, a floor wax, 


is looking into availabilities for a five- 
minute demonstration film. The plan is to 
buy late-night times starting at the begin- 
ning of 1957 and running for 13 weeks. 
Audrey S. Ferguson, media director, is the 
timebuyer. 


INC. 
Minneapolis ) 


(Continued on page 62) 
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How to Sell 
with Tv 


The TELEvisionN AGE series 
of Product Group Success 
Stories goes deeply into each 
field of business, then outlines 
in detail the many ways firms 
in these fields have met their 
problems through television 
advertising. 


Each article includes dozens 
of actual television success 
stories. This hard hitting ma- 
terial will help you show hard- 
to-sell prospects how they can 
use tv to build sales. 


Reprints are available at 25c 
each, 20c in lots of 10 or more. 
Just fill out the coupon. 


Reader’s Service 
Television Age 


| 

| 

| 

| 

444 Madison Avenue 

| New York 22, N. Y. 

| Please send me reprints of the Product 

1 Group Success stories: 

| Number of copies 

Bakeries & Bakery Products 

Dairies & Dairy Products 

| Banks & Savings Institutions 

| Dry Cleaners & Laundries 

| Groceries & Supermarkets 

| Furniture & Home Furnishings 

| Home Building & Real Estate 

| Jewelry Stores & Manufacturers 

| Nurseries, Seed & Feed 

; Hardware & Building Supplies 
Soft Drink Distributors 

| Travel, Hotels & Resorts 

| Sporting Goods & Toys 

| Drugs & Remedies 

| Gasoline & Oil 

| Shoe Stores & Manufacturers 
Farm Implements & Machinery 





LT 





TTL 


| Name 








Position 
| Company 


; Address 


: City 
| Zone 


; O I enclose payment 0 Bill me 











State 





62 November 5, 1956, Television Age 


Spot (Continued from page 61) 


THE ENGLANDER CO., INC. 
(North Advertising, Inc., Chicago) 
The company is looking for programs with 
all-family appeal. It will buy half-hour films 
or weather-news-sports shows. The place- 
ments will be made in at least a dozen of 
the top markets. Armella Selsor is the 
timebuyer. 


W. P. FULLER & CO. 
(Young & Rubicam, San Francisco) 


The maker of Fuller Paint bought co- 
sponsorship of Ziv’s Men of Annapolis in 
18 west coast and Rocky Mountain markets. 
In 14 of these markets the company is 
sharing the upcoming series with Albers 
Milling Co. Additional markets include 
Anchorage, Honolulu and two others. James 
R. McManus is the timebuyer. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 
This account is taking a hiatus at this time, 


but there should be extensive activity in a 
few months. Mort Reiner is the timebuyer. 


H. P. HOOD & SONS 
(Kenyon & Eckhardt, Inc., Boston) 


Hood Dairy has bought the MCA-TV Film 
series, Rosemary Clooney Show, for place- 
ment in the six New England states. The 
show is slated to start in November and 
will run for 52 weeks. Lou Nicholaus, 
account executive, is the contact. 





WHAT’S THE 
BEST SOURCE 


... for a listing of the top 200 
tv spot advertisers, their budg- 
ets, ad managers, agency con- 
tacts, methods of expenditure? 
This will be in the new 


Television Age 


1957 YEARBOOK 


- « « now in production 




















Mort Reiner, timebuyer at Product 
Services, Inc., N. Y. is assigned to 
Glamorene, Inc. 


KELLOGG CO. 
(Leo Burnett Co., Inc., Chicago) 


For GRO-PUP, a dry dog food, a campaign 
is being set up to get started about mid- 
November in some 15 major markets. The 
schedules will consist of daytime minutes 
and Kellogg is buying package plans and 
is interested in 10 to 15 spots per week. 
Eloise Beatty is the timebuyer. 


KIWI POLISH CO. 
(Street & Finney, Inc., N. Y.) 


This company goes in for short-term 
campaigns, but it follows no sei pattern in 
making buys. Kiwi will be entering a group 
of new markets in November but, as yet, 
no plans for December. It is difficult to 
anticipate Kiwi activity, except that spot 
tv is definitely on its active list. Helen E. 
Thomas, vice president, is the timebuyer. 


LIGGETT & MYERS 
TOBACCO CO. 


(McCann-Erickson, Inc., N. Y.) 


The company is going to plug its new 
fluorescent-colored Christmas carton, but 
it will do so on its existing network shows 
and spot schedules. There will be only a 
copy change for this campaign, and no 
new markets’ are planned at this time. 
Seymour Goldis is the timebuyer. 


MERKEL, INC. 
(Blaine-Thompson, Inc., N. Y.) 


This packager of smoked meats had a 
half-hour show earlier this year on WABC-TV 
New York. But there is no activity at 
present. However, the company expects to 
come back into spot soon. When it does, 
Merkel will not carry programs, instead it 








DAVID MILLIGAN 
Station Consultant 


Broadcast Service Corporation 
485 N. Pennsylvania St., Indianapolis 4, Ind. 
Melrose 4-1871 








GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 


8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 

















will go in for participations, probably in 
daytime shows. Claire Crawford, in charge 
of tvy-radio, is the timebuyer. 


PHARMACO, INC. 


(Doherty, Clifford, Steers & 
Shenfield, Inc., N. Y.) 


The company reports that it is presently 
engaged in the biggest tv advertising cam- 
paign ever planned for MEDIGUM, a cough 
remedy. However, at this point the effort 
consists of two NBC-TV network shows, 

It Could Be You and Comedy Time. But 
there’s a possibility for spot sometime in 
the future. Gerry Gibson, who used to be 
the timebuyer on the account, has been 
promoted to the account group and will 
handle Pharmaco. At present Sam Vitt is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Tatham-Laird, Inc., Chicago) 


FLUFFO activity is stirring. P & G is 
buying day and night minutes in selected 


markets. There seems to be a good indica- 


tion that this product will be getting more 
spot attention. John Deacon is the 
timebuyer. 


QUAKER OATS CO. 

(John W. Shaw Co., Chicago) 

It is now definite that AUNT JEMIMA 
CORN BREAD MIX will be completely 
national in distribution by Jan. 1, 1957. 
Accordingly, the company will move the 
product into its participation in NBC’s 
Caesar's Hour. At the same time, AUNT 
JEMIMA will receive spot placements in 
about 10 major markets. These buys will 
be minutes and 20’s with nighttime pre- 
ferred. If no good night spots are available 
equivalent buys in other periods will be 
made. Roberta Landers is the timebuyer. 


QUALITY BAKERS OF 
AMERICA 


(direct) 


This association has bought Ziv’s newest 
half-hour series for 17 markets, including 
New Orleans, Charlotte, Nashville, Minnea- 
polis and other cities in the midwest and 
on the east coast. Stephen W. Siddle Jr., 
media director, is the contact. 


(Continued on page 64) 











Guests of KDAL-TV Duluth and its president Dalton LeMasurier on his yacht 
Caprice are these BBDO timebuyers (1 to r) : Ted Wallower, Gert Scanlon, Millie 
Padova, Skipper Dalt LeMasurier, Grace Stewart and Kay Brewer. The cruise 
was one of several around Manhattan Island. 
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WEL, 
| Only 5 | sunshine reaches more homes 
in this Coren DOLLAR MARKET 
© WBRZ-TV 














AUDIENCES cre MARKETS 


.. from 5 p. m. to sign-off — Monday thru Friday 
WBRZ rated highest in 125 quarter hours out of 
a total of 149. 






a4 and yy 
aia -- from 12 noon to 3:30 p. m. — Monday thru Fri- 
2 > day WBRZ rating tops all others combined. 

- \ 

TT 


from a study by American Research Bureau, Inc., encompassing 
31 parishes and counties in Louisiana and Mississippi. 


WBRZ~2 


BATON ROUGE, LOUISIANA 


Power: 

100,000 watts 

Tower: 1001 ft. 
NBC-ABC 


Represented by Hollingbery 
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Spot (Continued from page 63) 


JOS. SCHLITZ BREWING CO. 
(J. Walter Thompson Co., Chicago) 


Schlitz is all set on its advertising campaign 
but if necessary is ready to bolster any 
local situation that needs help. And this 
first-aid will be administered with spot 
schedules. Sylvia Rutt is the timebuyer. 


SANITIZED SALES CO. OF 
AMERICA 

(Sterling Advertising Agency, N. Y.) 
There is a possibility that this company 
will use tv sometime in the future. It is 
now concentrating on print advertising 
directed to manufacturers. Retailers are 
next, and that also will be a print effort. 
The third phase, when the company goes 
after consumer attention, is where tv might 
well enter the picture. Alfred B. Udow, 
media director, is the contact. 








South Arkansas’ only tv station 
serving a market of over a 
quarter-million people. 


i 


Represented by 
John E. Pearson Co. 


Packs ’em in! 


WXIXx’s Twelve Plan packs in so many customers 
at low cost that even herring packers are amazed. 
The producers of Ma Baensch Herring “needed 
frequency of impact, package identification and ( 
emphasis on brand name.” Their agency reports: 
“All these goals were achieved through the Twelve 
Plan on wxIx, which has resulted in increases in 
total sales, in the number of retail placements, 
and in the frequency of purchase by retailers. A 
healthy progress at all levels!” Let us show you 
how low-cost wWxIXx can pack ’em in for you. 
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Jeremy Sprague, esleger at Cun- 
ningham & Walsh, Inc., N. Y., will be 
doing the buying for Texas Co. 


SHELL OIL CO. 
(J. Walter Thompson Co., N. Y.) 


For its new SUPER SHELL the company 
has heavy spot campaigns in New York and 
Boston, in Ohio and a few other markets. 
When it will go into other markets depends 
on distribution. Gordon Dewart is the 
timebuyer. 


STANDARD OIL CO. 
OF INDIANA 


(D’Arcy, Inc., Chicago) 


Through Sports Network, Standard of 
Indiana will be sponsoring telecasts of 
games played by Big Ten basketball teams— 
both conference and non-conference games 
—in markets in Iowa, Indiana, Illinois, 
Michigan, Minnesota and Wisconsin. (Ohio 
markets will carry the games but under 
different, as yet unknown, sponsorship.) 
These telecasts begin Dec. 15, will be run 
every Saturday afternoon through March 9 
and will be carried in some 30 markets in 
the six states mentioned previously. Standard 
is sponsoring half of each game, local 
sponsors for the other half. Ted Westcott 
is the contact. 


STERLING DRUG CO. 
(Thompson-Koch Co., Inc., N. Y.) 
For MOLLE SHAVING CREAM the 


company made the first buy on werx New 
York in that station’s tieup with the NTA 
network. This and schedules in 11 other 
markets for MOLLE will run into the 
beginning of December. The other markets 


are: Los Angeles, Sacramento, San Fran- 
cisco, Portland, Ore., Seattle, Kansas City, 
Chicago, Cleveland, Pittsburgh, Phila- 
delphia and Boston. Robert Hall is the 
timebuyer. 


STUDEBAKER DIV. 
Studebaker-Packard Corp. 
(Benton & Bowles, Inc., N. Y.) 

A four-week campaign of nighttime 20's 
and ID’s got underway the beginning of 


November in 90 per cent of the markets. 
Don Chapman is the timebuyer. 


M E MO: rimentiveasi 





FIRST 
in THE WORLD 


with a 


MILLION + 


NOW—cover ALL Northeastern 
Pennsylvania with 11 Mil- 
lion Sales-packed Watts! 


LEADERSHIP . COVERAGE . .POWER! 
GET THE FACTS! 
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Scranton 
Call Avery-Knodel, Inc. 
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CBS Owned - Channel 19 . Milwaukee 
Represented by CBS Television Spot Sales 











SUNKIST GROWERS, INC. 
(Foote, Cone & Belding, L. A.) 


Although Sunkist is going into network for 
the first time with participations in 
NBC-TV’s Queen for a Day, it will not 
forego spot. A schedule of 10 ID’s per 
week is being tested in Seattle and 
Tacoma. The pattern of the company’s 
activity will follow, of course, the season. 
Right now Sunkist is featuring its navel 
oranges and lemons. Lydia R. Hatton is 
the timebuyer. 


SWIFT & CO. 

(McCann-Erickson, Inc., Chicago) 
This is information on all products: Spot 
money is available. Swift has completed its 
network buys—six shows in all. But where 
there is evidence that more support is 
needed for any of its products, the company 
will come in with spot buys. In other 
words, if the network show doesn’t seem 
to be doing the job, the opposition station 
can “sell” the company. John Cole and 
Esther Anderson are the timebuyers. 


SWIFT & CO. 

(McCann-Erickson, Inc., Chicago) 
The company is picking up minutes for its 
MARTHA LOGAN COOKING SCHOOL. 


John Cole, media supervisor, is the contact. 


TEMPLE FROSTED FOODS, INC. 
(Blaine-Thompson, Inc., N. Y.) 


This firm is running spots in Florida and is 
going into Washington, D. C. Other markets 
are slated to follow. Claire Crawford, in 
charge of tv-radio, is the timebuyer. 


TEXAS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Plans are not yet completed, but tv spot 
is being given consideration for next year. 
Jeremy Sprague is the timebuyer. 


UNIVERSAL-INTERNATIONAL 
PICTURES, INC. 
(Cunningham & Walsh, Inc., N. Y.) 


The movie company is now engaged in 
a colossal spot campaign in top markets 
for Written in the Wind. William White, 


media supervisor, is the contact. 


WELCH GRAPE JUICE CO. 
(Richard K. Manoff, Inc., N. Y.) 


This client is currently buying only radio, 
but tv spot is definitely in the plans for the 
future. The tv activity is expected to get 
underway in mid-February. Last year Welch 
had announcements in 99 markets, about 
an average of 10 per week. However, this 
campaign will be reduced a little. Lee 
Oakes, media director, is the timebuyer. 





TOP BILLING for Michigan's TOP TV buy 



















































HERE’S HOW 


BIG CHIEF 


on BIG HILL 
SCALPS YOUR COMPETITION 


National survey for July, 1956 finds KCSJ-TV, 
voice and image of Southern Colorado's major 
mountain locked markets, way out front morning, afternoon 


and evening periods. Its share of audience is 










100% IN MORNING 
69% IN AFTERNOON 
55% EVENINGS 








Put BIG CHIEF 
to work for you. 


KCSJ-TV 


Pueblo’s only TV station 
Channel 5 — Pueblo, Colo. 


NBC for Southern Colorado 


Represented by: John E. Pearson Co. National 


John McGuire & Co. Regional 
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Personals 


SHELDON (CASEY) STENGEL 
joined French & Preston, Inc., New 
York, as He for- 
merly was media and research man- 
ager at Block Drug Co. 


media director. 


TROW ELLIMAN, timebuyer at 
BBDO, New York, will assume the 
timebuying functions for Bravo Maca- 





roni Products. The agency landed this 
account last month, 


VERA 


buyer at 


BRENNAN, chief 
Scheideler & Beck, Inc., 
New York, is joining Sullivan, Stauf- 
fer, Colwell & Bayles, Inc., New York, 


as timebuyer, replacing Jean Carrol, 


time- 


who is retiring from the agency busi- 
ness and heading west. Miss Brennan 
will buy for Lever Bros. Lifebuoy, 
Smith Bros. and Noxzema. Scheideler 
& Beck has dissolved, with its ac- 
counts going to new agencies. Joseph 
Scheideler goes to Bryan Houston as 
v. p- 

Further tv media personnel changes 
at SSC&B: 

TOM O’DAY, timebuyer at William 
Esty Co., New York, moves to SSC&B 
in a similar capacity. At Esty, Mr. 
O'Day bought for Thomas Leeming & 
Co., New York (Ben-Gay), and R. J. 
Reynolds Tobacco Co. (Camel and 
Winston). These Esty accounts will 
be taken over by ROBERT KRISO. 
At SSC&B, IRA GONSIER has been 
named timebuyer for the Lambert- 
Hudnut division of the Warner-Lam- 
bert Pharmaceutical Co.. which the 
agency takes over Jan. 1. This will 
include the advertising for New Quick 
Home Pin-Quick, En- 
Shampoo, 


Permanent, 
Creme 
Rinse’n Set and other new products 


riched Creme 
being developed. Another change at 
SSC&B is the appointment of 
CHARLES H. WEISSNER JR., for- 
merly with J. Walter Thompson Co., 
as account executive on the tv-active 
Gunther Brewing Co. account. 


sae sreapnenntre rane trenney carey eveEsenas ry mea HE) eTT 


HARRY C. PICK has been ap- 
pointed media director of J. R. Per- 
shall Co., Chicago. Mr. Pick was 
formerly media director of Dancer- 
Fitzgerald-Sample, Chicago, and be- 
fore that was associated with the 
Cruttenden & Eger Agency of that 
city for more than nine years. He 
will be in complete charge of the 
media department, as well as a mem- 
ber of the Plans Board. 


EDWARD FLERI, timebuyer at 
Batten, Barton, Durstine & Osborn, 
Inc., New York, has been named to 
handle the buying chores for Philco 
Corp., which account the agency takes 
over Jan. 1. That part of the Philco 
account which BBDO will service in- 
cludes 


radios, television 


receivers, 
phonographs, high-fidelity _instru- 
ments, refrigerators, home freezers, 


electric ranges, home-laundry equip- 
ment and air conditioners. 


AL PETCAVAGE, who has been 


broadcast 


media 


supervisor at Mc- 





Cann-Erickson, Inc., New York, for 
the past 18 months, returns to Ted 
Bates & Co. as media coordinator. 


JEAN SULLIVAN, timebuyer at 
Norman, Craig & Kummel, Inc., New 
York, is currently named to handle 
Colgate-Palmolive’s Veto, which goes 
to the agency Jan. 


1 from Bryan 


Houston, Inc. 


ARTHUR A. RADKEY has been 
named vice president of Keelor & 
Stites 
nati. 


Advertising Agency, Cincin- 
Mr. Radkey has served with 
the agency since 1949 as radio-tv di- 
rector. Before joining the Cincinnati 
agency, he was with Dancer-Fitz- 
gerald-Sample, Inc., New York, work- 
ing on the General Mills and Procter 
& Gamble accounts. 











WOOD...0-TV BIG) 


Here’s the business end of a high-powered motoring market you may be 
missing . . . currently wheeling along at the rate of $514-million for gas, 
oil and automotive products. Western Michigan motorists are YOURS... 


when you buy WOOD-TV, Grand Rapids’ only television station . . . the BER. musxecon 
pS ee GRAND RAPS 


country’s 18th television market. Ask us to tell you more! — 


+ BATT SRee 


A Y ® KAL AM aoe 
2 7) Sete oat 
Ww Oo © ae Qe ¥ yy WOOD and CENTER oa 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY *© NBC BASIC; ABC SUPPLEMENTARY *© ASSOCIATES: WFBM-AM 
AND TV, INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS © REPRESENTED BY KATZ AGENCY 
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Welcome 


Following the lead set by TELEVISION AGE three 
years ago, two other magazines in the field have just 
joined the ranks of audited publications. 


We at TELEVISION AGE applaud this constructive - 
move to provide advertisers with certified audits of circu- 


lation. 


For only through a verified audit of circulation can an 
advertiser utilize a basic yardstick for assessing the publi- 
cations. It is significant to note that in utilizing this yard- 
stick, TELEVISION AGE is first in agency circulation. 
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Di @S (Continued from page 41) 
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wcBs-Tv does for the organizations 
it serves each year. Because we know 
of the tremendous pulling-power of 
announcements, WCBS-TV contributed 
5,102 announcements to public service 
in 1955; station time, facilities and 
personnel were donated to 157 re- 


ligious, educational, governmental, 
charitable and civic organizations, 
among them the three mentioned 
above. 


While wcss-tv’s public service can- 
not be fully measured in dollars, it 
may be interesting to note that the 
rate-card valuation of station facil- 
ities and program time and announce- 
ments given to public service in 1955 
amounted to in excess of $3 million; 
in the first six months of this year the 
amount was almost $2 million. 

We telecast between 25 and 30 pub- 
lic-service programs per week, run- 
ning five minutes to a half-hour in 
length. About 25 programs a week is 
the usual number. 


Current Programs 


At the risk of sounding like an end- 
less commercial for wcss-Tv, I would 
like to describe several of the public- 
service programs which are currently 
being telecast on the station. While we 
take what we feel is pardonable pride 
in our accomplishments in the public 
interest, I believe that the same things 
can be—and are, in innumerable in- 
stances—readily duplicated by vir- 
tually any other tv station in the 
country. 

Programs like Camera Three, Eye 
on New York, The Way to Go, Hick- 
ory Dickory Dock, Right Now! and 
Give Us This Day, among others that 
we do, are put on as successfully, dif- 
fering only as to locale and individual 
handling, in any community where 
there are articulate educators, clergy- 
men and commentators willing to 
reach a receptive audience. 

Camera Three, for example, is a 30- 
minute educational program, done in 
cooperation with the New York State 
Department of Education, which seeks 
to put fact and concept together and 
to use the tremendous potential of the 
video camera in exploring the realities 
of man and his world, his arts and 
sciences, his ideas, his problems and 
his relationships to himself, to other 





SAM COOK DIGGES 


men and to his world. 

Two wcBs-Tv religious programs are 
the half-hour The Way to Go, in which 
religious leaders of the three faiths 
are questioned about their back- 
grounds and their personal life and 
beliefs in an effort to present the 
“human” side of religion, and the five- 
minute, twice-daily (at sign-on and 
sign-off) Give Us This Day, which pre- 
sents inspirational talks by leaders of 
the religious faiths. 

Our 30-minute Eye on New York— 
which, like Camera Three, originated 
as a local wcBs-Tv show and, although 
still produced by the station, is telecast 
on the CBS network—is a probing 
civic report which interprets the events 
and the people of New York City and 
its environs—a public-service concept 
that can be applied to any and every 
local community in the United States. 


Board of Education Helps 


Hickory Dickory Dock, also 30 min- 
utes in length, is produced with the 
cooperation of the New York City 
Board of Education and features a 
variety of integrated programs on sub- 
jects of interest to young children, 
with the whole presided over by a 
public-school kindergarten adviser. 
And Right Now! is a panel show for 
which participants are chosen because 
of their knowledge of the particular 
subject, one of current local interest, 
under discussion. 

There are other such programs on 
wcss-Tv that I 
these six will suffice to indicate the 


could mention, but 


sort of public-service programming 
that is being done not only by us but 


by many other stations throughout the 
country with an awareness of the im- 
portance of public service. 

I have to keep coming back, how- 
ever, to the fact that the FCC Com- 
missioners made quite a point of 
stressing that stations are missing an 
opportunity in not telling the world 
(including the FCC) what they are 
doing in the public service. I’m sure 
that all of us have known salesmen 
who have done a good job, but have 
simply failed to do a good job of sell- 
ing the fact that they have done a good 
job. We can do a lot of kidding about 
“internal salesmanship,” but all of us 
in this business know how important 
it is. 

I think that all of us in the broad- 
casting industry can take a great deal 
of pride in the public-service job being 
done by almost all radio and television 
stations. But we've all got to do a 
better job of selling the fact that we 
ere doing a great job in the public 
interest. 
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Power (Continued from page 43) 


e The Arizona Public Service Co., 
the largest firm of its kind in that state, 
has used the Ziv syndicated series, 
Science Fiction Theater, on KIVA Yuma 
(7:30-8 p.m. Tues.) since early in 
1955. The utility company has found 
the program to be especially effective 
in Yuma and Imperial counties. Jen- 
nings and Thompson, of Phoenix, is 
agency for Arizona Public Service. 
Jack Thompson is in charge of the 
account. 

e Arkansas Power & Light, of Little 


Rock, is now sponsoring a substantial 
television schedule on KTHV Little 


Rock. The utility began sponsorship 
of the 10:10 p.m. Weather News Mon- 
day through Friday early in Septem- 
ber and a week later added the Satur- 
day Weather News. 

Nick Huston, of the station, is the 
forecaster and prepares for the pro- 
gram each night with a trip to the 
Weather Bureau at Adams Field, 
where he spends an hour and a half 
just prior to going on the air. The 
telecast is divided into three segments, 
dealing with national, state and local 
weather. 


30 Per Cent in Tv 


e Bangor Hydro-Electric Co., serv- 
ing an area which is home for some 
160,000 people in and around Bangor, 
Me., has used radio, newspapers and 
magazines but is concentrating about 
30 per cent of its annual advertising 
budget in television. Since 1953 it has 
used WTWO-TV on a regular basis. 

Currently the company has two syn- 
dicated shows, | Spy (7:30-8 p.m. 
Tues.) and the Ray Milland Show 
(7-7:30 p.m. Wed.) on an alternating- 
week basis. In addition, Hydro uses 
one spot weekly on Homemaker’s 
Roundtable, a local show directed to- 
ward the women in the audience, and 
another spot following G.E. Theatre. 
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This is George, hero of Bangor Hydro- 
Electric Co.’s animated film commer- 
cials on WTWO Bangor. George is used 
in the “How’s your horsepower?” 


contest now being conducted by the 
utility company on the station. 


Since Bangor Hydro does not sell 
electrical appliances, commercials are 
used to promulgate the idea of ade- 
quate home wiring and living better 
electrically. Free booklets promoting 
these two ideas are offered on the pro- 
gram. 

e Carolina Power and Light Co., 
serving the Carolinas, has found tele- 
vision effective throughout its terri- 
tory. The company sponsors the MCA- 
TV syndicated series, Dr. Hudson’s 
Secret Journal, on wios-tv Asheville. 
wnao-Ttv Raleigh, wMFv-Tv Wilming- 
ton and wstw Florence. The Ziv 
Science Fiction Theatre, is 
sponsored on WITN Washington. 

e Central Power and Light Co. be- 
lieves syndicated programs offer a 
utility an opportunity for quality pro- 
gramming and promotion of their 
services to the community. It sponsors 
the syndicated program, |] Married 
Joan, on Kvpo-Tv Corpus Christi and 
KRGV-TV Weslaco. In addition, it uses 
a weathercast on KGBT-TV Harlingen. 

e Cleveland Electric Illuminating 
Co. finds television an effective means 


series, 


of reaching its customers, using an 
hour-and-a-half movie on Sunday 
nights over KYW-Tv. The movie, un- 
der the program name, Best of Holly- 
wood, has attracted a consistent audi- 
ence. A Best of Hollywood contest 
created a great deal of interest. In 
addition, the utility 
filmed spots for six- and eight-week 
periods during special campaigns. 

e Electric Power Co., of Charleston, 
W. Va., uses one-minute filmed spots 
Monday through Saturday on WCHS-TV 
Charleston. The daily commercials 
prove to be both a good-will builder 


company uses 


and a promotion of electrical-appli- 
ance specials. 

e Houston Lighting and Power Co. 
allocates 10 per cent of its annual ad- 
vertising budget to television, spon- 
soring a film program, The American 
Legend, on KTRK-TV Houston (6:30-7 
p-m. Sun.). 

Contract for the premium Sunday 
time (the program precedes Omnibus 
on the ABC-TV station) was recently 
placed for the third successive renewal 
through the agency, D’Arcy Adver- 
tising. 

Commercial time on the program is 
used to: promote use of electrical ap- 
pliances; introduce new appliances; 
explain the benefits of adequate resi- 
dential wiring as they apply to the 
home owner. 

Officers of the Houston Lighting & 
Power Co. are William A. Parish, 
president; Frank M. Austin, vice pres- 
ident, and Craig L. McNeese, adver- 
tising manager. J. Bob Wilson is vice 
president and manager of the Houston 
office of D’Arcy and Jill Medby is 
radio-tv director. 

Mr. McNeese says: “Through tv we 
are able to explain adequate residential 
wiring to the home owner and prospec- 
tive home buyer while he is sur- 
rounded by (and using) many elec- 
trical appliances.” 


Miss. Power Weather Show 

e Mississippi Power and Light Co. 
has used the Reddy Kilowatt Weather 
Show on wJtTv Jackson since Febru- 
ary 1953, making this the oldest show 
in the Jackson market. The company, 
which serves 46 counties of western 
Mississippi, with a total of 166,841 
customers at the end of last year, 
spends some 18 per cent of its total 
budget on television. In addition, it 
uses newspaper, radio, billboards and 
a number of magazines. Godwin Ad- 
vertising, of Jackson, is the agency. 

In addition to the weather show, 
Mississippi Power until recently spon- 
sored the Official Films syndication, 
The Star and the Story, and Career 
Opportunities, a local public-service 
program aimed at helping high-school 
students and young people in choosing 
a career. 

Currently it is sponsoring Ole Miss 
Highlights, a local film playback of the 
University of Mississippi football 
games shown on Monday following the 

(Continued on page 74) 








Crowell’s Big Tv Deal. One of the 
giants of the book-and-magazine pub- 
lishing industry moved into televi- 
sion in a big way last month when 
the Crowell-Collier Publishing Co. filed 
for FCC approval of its purchase of 
Consolidated Ty & Radio Broadcast- 
ers (It has since been approved.) 

It’s been a long, hard pull for 
Crowell-Collier in the past three years 
—and there’s no sign the company is 
out of the woods yet. But it’s obvious 
that the management is placing some 
pretty heavy chips on television to turn 
the trick. All formal details of the 
transaction are not expected to be 
completed until after mid-November. 

It has engaged in some fancy shif- 
ting-around of its assets in order to 
come up with $16 million to buy Con- 
solidated. The corporation obtained 
$5 million from Webb & Knapp for its 
Springfield, Ohio, printing plant, which 
it promptly leased back for $750,000 
annually. At the end of five years C-C 
can re-purchase the plant for $7.5 
million. Thus the publishing firm 
promises Webb & Knapp a return of 
$6,250,000 for a loan of $5 million. 
Of course, some of that amount would 
have been balanced out by maintenance 
costs, depreciation and tax factors, but 
still it shows how important the com- 
pany considered its move into tv. 
Another $6 million is to be supplied to 
C-C by a group of investors headed 
by Elliot Janeway, onetime business 
editor for Time magazine and now 
general industrial consultant. The re- 
maining $5 million Crowell raised by 
using conventional bank loans and 
notes. 

In return for this investment C-C 
receives a piece package consisting 
of three television stations and four 
radio stations. The tv outlets are WTCN- 
TV Minneapolis, WFBM-Tv Indianapolis 
and woop-Tv Grand Rapids, Mich. 

Earlier, C-C had contracted to pur- 
chase KULA and KULA-TV Honolulu in 
return for 100,000 shares of C-C 
authorized but unissued common. How- 
ever, this deal collapsed. In a third 
transaction C-C purchased Los Angeles 
radio station KFwB for $250,000 in 
cash, $250,000 in C-C stock and $1.,- 


Wall Street Report 





500,000 in 5 per cent eight-year notes. 
Credit Paul Smith. Ajj this finan- 
cial footwork and leaping into tele- 
vision is the handiwork of the ag- 
ing boy-wonder of the newspaper 
field, Paul C. Smith. It was last March 
that Mr. Smith announced a new re- 
cording, radio and television division. 

Mr. Smith, who took over the 
presidency of the publishing company 
on Jan. 1, 1954, said in March that 
the formation of the new division was 
one facet of a diversification program. 

Just what will these three tv stations 
and five radio units do for C-C? No- 
body knows for sure. But Mr. Smith 
thinks they will help immeasurably. 
For the year ended Dec. 31, 1955, the 
company reported sales of books, 
magazines and advertising totaling 
$70,899,616. Thas was a jump of 
over $6 million from the 1954 total. 
Aud where the company showed a loss 
of $2,419,000 in 1954, it squeezed out 
a meager profit of $111,000 last year. 
Fluctuating Fortunes. [n the first 
six months of the current fiscal 
year the company reported a net loss 
of $1,349,556 on revenues of $35,- 
973,547. Thus things have gone badly 
this year by comparison with 1955, 
when for the first half the company 
had a profit of $138,405 on sales of 
$34,225,000. This summer, when he 
dropped The American Magazine, Mr. 
Smith said that the whole magazine- 
publishing operation was in the red 
and might show a combined loss for 
the year of $5 million. 

Now Mr. Smith says his company 
will have assets of about $70 million, 
compared with the $41 million in as- 
sets at the end of last year. However, 
the long-term debt, ‘which was only 
$1 million back in 1954, has swelled 
to $20 million now. 

Now with the addition of the tv 
and radio properties to the C-C empire, 
earnings are expected to jump sharply. 
It’s estimated by some close to the 
company that it will be able to show 
profits of about $4 million annually 
as a result of Mr. Smith’s axing-and- 
adding tactics. 

Meanwhile, in the first nine months 


of 1956, Consolidated TV & Radio 


of $590,304 on a 
gross revenue of $6.1 million. That 
compares with a profit of $441,152 
on revenues of $4.8 million for the 


had a nei profit 


first three-quarters of 1955. However, 
there’s one aspect of the merger with 
C-C to keep in mind. Consolidated’s 
pre-tax nine-month earnings this year 
are $1,370,040. The losses that C-C 
has incurred, totaling over $6 million 
since 1953, gives the company a nice 
tax-credit situation which will enable 
some of the tv profits to be thrown 
right into the earnings statement in 
1957. 

But tax advantages or not, one must 
admit that C-C is a pretty big indus- 
trial giant to be counting on television 
to lift it out of the mud of financial 
losses, 


High-Low 


Last 
Stock 1955-56 Quote* 
ABC 32%4- 23% 24 
ADMIRAL 22%- 15% 16% 
AVCO 7T%- 5% 5% 
CBS 32%- 2256 28% 
DUMONT LaBs 10 - 5% 5% 
EMERSON 13%- 7 7 
GENERAL ELECTRIC 654%4- 52% 60% 
HOFFMAN 25%%- 20% 21% 
MAGNAVOX 41 - 325 33 
MOTOROLA 51%- 40% Wy, 
NATIONAL TELEFILM 8%- 3 8 
PHILCO 36%4- 18% 195, 
RCA 50%6- 37% 37% 
RAYTHEON 19%- 13 16 
STORER 291%4- 22% 2644 
SYLVANIA 55%- 42 49% 
WESTINGHOUSE 65%- 51% 52% 
ZENITH 1414-101 107% 
Over-the-Counter Stocks 
Bid-Askedi 
CONSOLIDATED TV 174%4-19% 
OFFICIAL FILMS , 15g- 2% 


* As of the close, Oct. 24, 1956 
+ As of Oct. 24, 1956 
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Power (Continued jrom page 72) 


Saturday games. 

The company has also used WLBT 
Jackson from time to time. 

The Reddy Kilowatt Weather Show 
has been a good-will builder for the 
company. Children have been heard to 
refer to Bob Neblett, weather forecas- 
ter on the program, as Reddy Kilo- 
watt’s daddy. In a local election held 
under Mississippi law to determine 
whether or not the people wished 
Mississippi Power and Light to con- 
tinue its service, the company received 
a huge vote of confidence™from the 
people. 

e The Omaha Power Co., of Omaha, 
Neb., has used television since its in- 
ception in the city. Both wow-Tv and 
KMTV carry Omaha Power commer- 
cials. On the former, Omaha Power 
now uses a 64-minute sports show on 
Tuesday and Thursday at 10:20 p.m. 
Previously they had experimented with 
various syndicated properties. The com- 
pany prefers Class A time. Allen & 
Reynolds Advertising Agency handles 
the account, with Don Amsden as ac- 
count executive. Karl Joens is adver- 
tising manager. Omaha Power is re- 
newing its schedule on a 52-week basis. 

e Philadelphia Electric Co. claims 
the distinction of being the advertiser 
with the “oldest continuously spon- 
sored program in the country,” Tele- 
vision Kitchen, Wednesdays (1:55- 
2:25 p.m.) on WRCV-TV. 

The utility company has been using 
the NBC o&o since February 1947 
and, although some advertisers have 
abandoned television’s long-time cook- 
ing-program standby in favor of new 
and different formats, Philadelphia 
Electric is immensely pleased with its 
version. Late last month the show ap- 
peared for the first time in live color, 
with such pleasing results that the 
sponsor is looking forward to more use 
of full color in the future. 
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The power firm is interested in re- 
sults rather than program ratings. “We 
judge the program’s effectiveness en- 
tirely through viewer response,” says 
Ernest R. Laws, advertising manager. 
“This has been a particularly effec- 
tive method of determining viewer in- 
terest because our mail response has 
been most gratifying,” he continued. 

Although mail in the past year aver- 
aged better than 1,750 letters a week, 
Philadelphia Electric has hit as high 
as 7,800 returns from a single telecast. 
Since October 1949 the program has 
received 416,585 requests for recipes 
and similar offers made on the air. 
The expected summer drop in viewing 


shows only a minor decrease in mail. 
In the week preceding Labor Day this 





Cap’n Sandy and Wilbur the Weather- 
bird, who star on the WSAV-TV weather 
program Cap’n Sandy and the Weather 
which is sponsored alternately by 
Savannah Electric and Power Co. and 
Citizens and Southern National Bank. 


year 1,361 requests for one recipe were 
received. 

Standard format for Television 
Kitchen is the preparation of a com- 
plete meal. This is occasionally chang- 
ed to devote the entire show to Christ- 
mas cookies or Lenten dish specialties. 
Actual recipes are not given on the 
air but offered to viewers who send in 
a postcard request. While no attempt 
is made to sell merchandise, use of the 
kitchen gives ample opportunity to 
promote ranges, freezers and other 
electrical appliances. 

The show has no announcer. Mrs. 
Florence Hanford, Philadelphia Elec- 
tric’s home-economics supervisor, con- 
ducts it entirely from the opening 
greeting to the closing invitation to 
watch the next week. 

“We attribute much of the show’s 
success to this factor,” says Mr. Laws, 


adding, “Hundreds of women have 


written saying they enjoy the program 
because it is not interrupted by high- 
pressure. commercials.” Philadelphia 
Electric estimates it would take 250 to 
300 cooking schools to reach the 50,- 
000 to 75,000 housewives who see a 
single telecast. 

Another advantage, Mr. Laws be- 
lieves, is that the program reaches a 
younger average-age audience. “Our 
requests come from younger home- 
makers, newlyweds as well as the older 
age groups,” he points out. “What is 
most startling is the number of school 
children who write us. This is most 
valuable from a long-range public- 
relations and promotional view.” 

e Savannah Electric and Power Co. 
finds its alternate sponsorship of Cap’n 
Sandy and the Weather on WSAV-TV 
Savannah “one of the most effective 
used.” That 
statement by James L. Davidson, sales 
manager, parallels the feeling of the 
alternate sponsor, the 


vehicles we have ever 


Citizens and 
Southern National Bank, whose execu- 
tive vice president, Joseph H. Harri- 
son Jr., feels “our weather show is 
without doubt the most effective and 
most talked-about program of adver- 
tising that we have ever had.” 


Big Advertisers 

Both advertisers are large users of 
ali media, but are now concentrating 
the major parts of their budgets on 
television. Savannah Electric devotes 
around $40,000 annually to advertis- 
ing, $12,000 of which is spent on the 
tv program.: 

Cap’n Sandy and the Weather (7- 
7:10.p.m., Mon. thru Sat.) stars Cap’n 
Sandy and features Wilbur the 
Weatherbird and Clem the Tide-Watch- 
ing Clam. Wilbur’s 
bringing the weather reports from the 
United States weather bureau at Travis 
Field, near Savannah, furnish comedy 


adventures in 


overtones to the serious business of 
reporting the weather. 

Agency for the Savannah Electric 
and Power Co. is the Southeastern 
Advertising Co., John L. Williams, 
president. 

e Southwestern Public Service Co.., 
an electric-light-and-power firm serv- 
ing 175,000 customers in a 45,000 
square-mile area in southwest Kansas, 
the Texas and Oklahoma Panhandles, 
the south plains of Texas and portions 
of eastern New Mexico, spends from 
20 to 25 per cent of its advertising 








budget on tv. 

Betore television, the company used 
65 newspapers, 25 radio stations, out- 
door and direct. ‘he addition of tele- 
vision made little difference in that 
schedule. All advertising is placed di- 
rect with Edward G. Weber, advertis- 
ing manager. 

Southwestern has used KFDA-Tv Am- 
arillo since March 1953. At present it 
schedules between six and ten an- 
nouncements a week on the station, 
using institutional themes for the most 
part. 

One of the most successful of the 
company’s television programs is that 
on KGNC-TvV Amarillo, where the firm 
sponsors a live 15-minute musical pro- 
gram, Artistry on Ivory, three morn- 
ings a week, 

An example of the success of the 
program was a lamp-bulb promotion 
which was prepared and executed by 
KGNC-TV personnel. As a result of the 
campaign a realistic quota, set in ad- 
vance, was exceeded by 100 per cent. 
Of the light-bulb customers during the 
campaign, 85 per cent said they had 
heard of it through television. 


Housepower Promotion 

Currently the power company is 
conducting a “housepower” promo- 
tion. Of the entries received, Mr. Weber 
feels that 25 per cent are due to the 
KGNC-TV program. Bill McEachern and 
Weldon Bright, stars of the musical 
show, have electrified their own homes 
during the campaign. 

“Now we have a tremendous impact 
during their integrated commercials,” 
Mr. Weber declares. “They are able to 
recount the pleasures of electric living 

. this kind of television selling— 
relating an individual with excellent 
reputation and the ability to help 
people form opinions to your product 
or concept of living—is the most pow- 
erful sales tool available to an adver- 
tiser.” 

Mr. Weber is looking forward to 
the day that the Southwestern Public 
Service company can show its products 
on color on KGNC-TV. 

e Union Electric Co., of St. Louis, 
one of the first advertisers on KSD-TV 
St. Louis, is now sponsoring a series 
of 60-minute “spectaculars” which 
made their debut on the station Oct. 
17. Produced by the company’s agency, 
Gardner Advertising, the program is 
called On Stage in St. Louis. It will be 








Bob Neblett’s Reddy Kilowatt Weather 
Show on wtvJ Jackson, Miss., proves 
an effective good will ambassador for 
the Mississippi Power and Light Co., 
of Jackson. 


emceed by Ted Mack and have former 
St. Louisan Gustave Haenschen as 
conductor. Members of the group were 
selected from members of the St. Louis 
Symphony. Guest celebrities will be 
former St. Louisans who have reached 
fame in the entertainment world. 
Local amateur professional 
talent will also take part in the show, 
with Mack’s staff securing the talent 
and doing the actual producing. The 
program will be telecast live from the 
St. Louis Municipal Auditorium’s 3,- 
500-seat opera house and will be per- 


and 


formed before live audiences. 

Commercials will be keyed to the 
Union Electric’s campaign theme, 
“World of Tomorrow,” which com- 
bines the three-fold sales approach of 
consumer appeal, dealer merchandis- 
ing and institutional selling of elec- 
tricity. 


Spectacular Approach 


ap- 
proach to television advertising were 


Plans for the “spectacular” 


worked out by the utility company and 
its agency. 

Union Electric had an important 
part in putting KsD-TV on the air in 
February 1947 instead of August of 
that year, as had been originally sched- 
uled. The utility company was anxious 
to use television for its celebration of 
Thomas A. Edison’s 100th birthday an- 
niversary which was observed in Feb- 
ruary. In order to carry the Edison 
Week celebration, construction 
speeded so that KSD-TV went on the air 
with the Union Electric anniversary 
program for a kick-off. 


was 





Union Electric’s telequiz shows, 
which tied in dealer parties in stores, 
as well as in the utility company’s own 
building lobby, encouraged consumer 
interest in tv in the formative months 
in the St. Louis market. A member of 
the Union Electric sales department 
was assigned on a fulltime basis to 
encourage appliance advertising on 
television. 

Walter G. Heren, Union Electric’s 
director of advertising, says: “This 
early encouragement and development 
was a success story for television.” Al- 
though the end of 1947 saw only a few 
thousand sets in the St. Louis area, 
“within three years the total reached 
400,000 sets.” 

e The Wisconsin Public Service Co. 
feels that television has done a good job 
for them in their area which includes 
the entire state. A long-time radio and 
newspaper the 
sponsors a series of five one-minute 
commercials each week on WSAU-TV 
Wausau. Their television advertising 
is a combination of institutional and 
tie-in with advertising of their 23 
agencies as well as constant support of 
all Wausau electrical appliance dealers. 


user, company now 





WHAT’S THE 
BEST SOURCE 


... for information concerning 
group ownership? An alpha- 
betical listing of all commer- 
cial and non-commercial tv 
stations? A handy geograph- 
ical listing of stations, with 
complete information about 


them? It’s all in the new 


Television Age 


1957 YEARBOOK 


- »« « Now in production 
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Sponsors (Continued from page 49 


ond film commercials. 50/50 or 50/ 
25/25. 


J. P. Smith Shoe Co. (British 
Walkers). 20- and 30-second film 
commercials. 50/50 up to 2% of pur- 
chases. 


Speed Products Co. (Swingline 
staples ). 1-minute and 30-second film 
commercials. 50/50 up to 10% of 
purchases of items advertised. 


Speed Queen Corp. (washers, 
dryers). |-minute and 20-second film 
commercials. Differs in direct and dis- 
tributor territories. 


Speidel Corp. 1\-minute and 20-sec- 
ond film commercials. Manufacturer 
does not participate in co-op, but 


makes film available. 


Star-Kist Foods, Inc. (tuna fish). 
10-second ID’s up to 1-minute film 





Wash. (Continued from page 57) 


election is that of Rep. Joe L. Evins of 
Tennessee, chairman of a 
House Small-Business subcommittee 
which has investigating the 
operations of Federal regulatory 
agencies. Evins has issued a report 
recommending that these agencies, in- 


who is 


been 


cluding the Federal Communications 
Commission, be given full independ- 
ence of White House “control and in- 
fluence” and be made more responsive 
to Congress. 

The Evins report proposes that the 
chairman of the FCC be selected by 
the commissioners, rather than by the 
President, and that the powers lodged 
in the chairman be turned over to the 
members. 

The report has not yet been voted 
on by the full subcommittee, which in- 
cludes Republican Rep. William M. 
McCulloch of Ohio. The subcommittee 
is not expected to act on it until after 
the election. 

However the subcommittee votes, 
it is highly doubtful that the full 
committee will approve the report if 
the Republicans regain control of the 
House. If the President is reelected 
and the Democrats retain control of 
Congress, Evins would still have a 
hard time getting through his pro- 
posal. 
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Chart (Continued from page 68) 

Valiant Lady 12-12:15 p.m. Mon.— 
Standard Brands; Tue.—Wesson Oil; Wed. 
— Millis; Thu——Toni; Fri-Gen. 
Miuls. 


House Party 2:30-45 p.m. Mon., Wed., 
Fri.—Lever; Tue., Thu.—Kellogg. 2:45-3 
pm. Mon.—Campbell; Tue.—Pillsbury; 
Wed.—Simoniz; Tnu.—Pillsbury; Fri. 

swift. 

NBC—"Producers’ Showcase,” 
fourth Monday, 8-9:30 p.m.); “The Satur- 


days and one on Wednesday evening). 











commercials. 5U¢ per case allowance. 


State Farm Mutual Automobile 
Insurance Co. \-minute and 20-sec- 
ond film commercials. Agency (or 
group of agencies) pays 40%, with 
remainder split among several sources. 
Approval for tv must come from home 


office. 
Stokely-Van Camp (food line). 


l-minute and 20-second film commer- 
cials. 5¢ per case on vegetables, 10¢ 
per case on fruit. Allowance generally 
is given to dealer direct; sometimes to 
distributor. 


Sylvania (tv sets). 20-second film 
commercials. Manufacturer and dis- 
tributor work on 50/50 basis. 


Tappan Stove Co. Slides & flip cards. 
Tappan one-third, dealer two-thirds. 


U.S. Steel Corp. Homes Div. |-min- 
ute open-end film commercials. 50/50 
to extent of number of units purchased. 


U. S. Tires & Tubes. 45-second 
open-end film commercials and ID’s. 
Manufacturer and distributor co-op to 
varying extents in different markets. 
Funds for dealer sponsorship of local 
shows upon approval of distributor. 


Valspar. \-minute and 20-second film 
commercials and ID’s. 50/50 up to 
3% of previous year’s purchases. 


Van Camp Sea Food Co. (Chicken 
of the Sea). 1-minute, 30-second and 
20-second film and 
scripts. 25¢ per case on quarters and 
50¢ per case on halves. Company 
spends a million dollars a year on 
co-op. 

Vick Chemical Co. (Sofskin 
Cream). 1-minute film commercials. 
For retailers buying direct, 20% based 
on previous year’s purchases. 


Waring Products Corp. (Blend- 
ors, appliances). Scripts. Usually 
2%, but on individual basis in most 
cases. 


Wembley, Inc. (ties). Tv material 


commercials 


on special request. Tv has been used 
for special promotions only. 


Westinghouse Electric Corp. 


(laundry equipment). 20-second 
film commercials. 50/50 on time 
charges. 


Westinghouse Electric Corp. (tv- 
radio sets). Standard promotional 
material for incorporation into local 
commercials. Generally 50/59. 


York Corp. 20-second and 45-second 
film commercials. 50‘% of time charges 
with distributor only. 


Zenith Radio Corp. (tv-radio 
sets ). 50- and 20-second film commer- 
cials. 50/50 with approval of local 
and/or regional distributor. 


McCann 


It can be stated with 
that better than one-fourth 
of the agency’s total business can be 
attributed to its International Division. 

If McCann’s operations abroad are 





(Continued jrom page 58) 


more accu- 
racy 


far-flung, the company’s physical set- 
up right in New York is no less so, 
very relatively speaking. Probably no 
agency headquarters since the dawn of 
advertising has been scattered around 
so many buildings and floors in one 
town. At last count, the McCann hous- 
ing situation was diffused over some 
five different locations in mid-Manhat- 
tan—and that tabulation doesn’t take 
in the office space occupied by affiliates 
Marschalk & Pratt and Communica- 
tions Counselors, Inc. 

By the end of the year, however. 
this complicated condition will be a 
thing of the past. All the component 
parts—again excluding the affiliates— 
will be fused physically in a spanking 
new edifice at 485 Lexington Avenue. 

Plans for this re-establishment un- 
der one roof are reportedly of such a 
plush and revolutionary nature that 
they must perforce remain swathed in 
secrecy until the agency gives the 
green light to unveil them at the end 
of this month. But as a final indica- 
tion of the regard in which McCann- 
Erickson holds the electronic medium, 
it can be hinted here that the new of- 
fices will contain “special facilities 
for tv.” 

As Marion Harper says, advertising 
is a business. In the case of the agency 
giant he heads, it can be considered 
very big business indeed. 








In the picture 


The vice president and business manager of D’Arcy Advertising’s tv-radio department, 
Frank Ott, has been named vice president in charge of tv and radio. A veteran of 25 years 
with the agency, Mr. Ott came to New York in 1941 from the St. Louis office. In his long 
agency career he’s worked on such accounts as Anheuser-Busch, Gerber Baby Foods, General 
Tire & Rubber, Olin Mathieson and James Lees & Sons. As tv-radio department business 
manager, his duties included evaluation of programming trends and extensive listener re- 
search projects which were used to improve program properties. He also maintained network 
and station contacts and handled program andproduction contracts. In his new post, Mr. 
Ott replaces Paul Louis, who has left the agency to form his own company as an inde- 
pendent consultant to tv and radio advertisers. Mr. Louis continues as D’Arcy consultant. 





The directors of Doherty, Clifford, Steers & Shenfield have 
elected Donald K. Clifford (left) chairman of the board and 
William E. Steers president. A founding partner in the agency, 
Mr. Clifford had been president since 1951. He is secretary-treas- 
urer of the American Assn. of Advertising Agencies. Mr. Steers, 
also an original partner of the agency, was elected to the executive 
vice presidency in 1952. He is a board member of the Audit 
Bureau of Circulations and the National Better Business Bureau. 
DCS&S vice presidents named directors are Robert Hayes, W. E. 
Holden and Joel F. Jacobs. 





One week after the company made application to the FCC for purchase of Consolidated 
Television & Radio Broadcasters Inc. for $16 million, Robert M. Purcell joined Crowell- 
Collier Publishing Co. as radio and television assistant to Paul Smith, president and board 
chairman of the publishing firm. Consolidated stations are WFBM-AM-Tv Indianapolis, woop- 
AM-Tv Grand Rapids, Mich., wrcN-AM-Tv Minneapolis and wrpr Flint, Mich. Mr. Purcell 
also becomes vice president and acting general manager of another recent Crowell-Collier 
acquisition, KFWB Broadcasting Corp., Los Angeles. For the last three years Mr. Purcell has 
headed his own tv consulting firm. Before that he was assistant general manager and direc- 
tor of operations for kttv Los Angeles. Earlier he had been the station’s program director. 
Born in New York in 1912, he now lives in Beverly Hills, Calif. 





With 50 per cent of the network’s programming originating now on the west coast, Alan 
W. Livingston has been appointed head of NBC-TV’s shows emanating from the Pacific 
division. He was also elected a vice president at a board of directors meeting this month. 
Formerly executive vice president of Capitol Records, Mr. Livingston has served since April 
as president of California National Productions, NBC subsidiary. A native of Pennsylvania, 
he received a B.S. degree in economics from the Wharton School of Finance in 1940. For 
the next three years he served with Calvert Distillers Corp., New York, rising to sales pro- 
motion manager for the eastern division. He was an infantry second lieutenant during World 
War II. In 1945 he joined Capitol Records as an assistant in the artists-and-repertoire de- 
partment. He headed the department in 1951. He’s married to entertainer Betty Hutton. 





In major executive changes at Geyer Advertising, New York, Ray J. Mauer has been 
named assistant creative director. His specific responsibilities will be radio copy and tele- 
vision art. Formerly he served as director of the television and radio department. He’s also 
been named an agency vice president. Active in tv since 1945, Mr. Mauer has worked on 
several accounts and has won numerous awards in both radio and tv. They include a New 
York Art Director Club award for distinguished merit, an Ohio State University award for 
radio and tv, a Green Cross award from the National Safety Council and a highway-safety 
award from the Alfred P. Sloan Foundation. In other promotions, Lee A. Emmerich, for- 
merly tv production supervisor, becomes tv-radio production manager, and Donald W. 
McGuinn, tv-radio business manager, handles department business and traffic activities. 
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Give 

the Gift 
you'd 

like to get 
yourself 


ARMCHAIR SHOPPING SERVICE 


Hennessy is available everywhere, but 
you can now send Hennessy as a gift to 


friends and business associates in 30 states. 


For information, write, wire or phone: 
Beverage Gift Service, Dept. H, 
City National Bank Bldg., Beverly Hills, 
California. CRestview 1-6286 


Kk 


‘HENNESSY 


TheWorld’s Preferred COGNAC BRANDY 
84 Proof « Schieffelin & Co., New York 








THE LIGHTER SIDE | n C amefra 





AT BBDO, to encourage use of 
clients’ products, enclosures are put 
in pay envelopes. These are called 
“Gentle Reminders.” One sample will 
give an idea of their gentility: “Con- 
fucius say: ‘BBDOer who buy com- 
petitive product get pay check from 
wrong agency.” 

Get the gentle point! 

. & © 

Setting the record unstraight: A 
station wrote in to tell us: “Pursuant 
to our current policy, we will herewith 
be sending our up-to-date set-count 


>] 


figures on a monthly bias.’ 
* * # 

Be prepared! The most irrefutable 
set-counting method we've heard about 
yet is one where the station has divided 
the town into 11 areas and sends a 
team of Boy Scouts to count the visible 
antennas in each section. 

What other set count can claim to 
be physically fit, mentally alert and 
morally straight! 








| 


Life in this age: 
According to the Scholastic Teacher, 
when an Ohio State University pro- 
fessor asked a young child recently 
where President Eisenhower lives, the 
reply was: “NBC Washington.” 


* & & 


communication 


Life in this communistication age: 
Reuters reports that between a news 
broadcast of the mid-October fighting 
in Budapest, Hungary, and an appeal 
by a Communist leader for calm, the 
Budapest radio announced that “the 
children’s hour cannot be broadcast 
tonight.” 

It added: “Do not be angry, chil- 











dren, that you have to go to sleep 
tonight without your bedtime stories.” 


* & & 


And speaking of bedtime stories, a 
five-year-old son of one of our editors 
tells the saga of Goldilocks and the 
Three Bears this way: “Once upon a 
time there were three bears. The small 
size, the regular size and the giant 


” 


economy size... . 


* &£ 


There’s a fellow out in Dayton who 
feels that he’s got pretty good grounds 
for divorce. In his petition before the 
common-pleas court he claims: His 
wife beat him with a hammer, cut his 
trousers and broke all the windows in 
his car, also with a hammer. She 
threatened to kill him, this time with 
a pistol. She damaged lamps and trays 
and broke house windows. 

But all that aside, we feel this fel- 
low deserves to get his separation. As 
a final blow, his wife took her little 
hammer and destroyed his television 
set. 


> & 


Fare trade: A renowned tv-radio 
lawyer swears on a pack of Blackstones 
that this story is an ipso fact. 

A New York City taxi driver, not 
feeling on all meters for some time, 
went to his family doctor for a check- 
up. After a thorough going-over, the 
M. D. told the t. d. he seemed to be 
physically fit. But perhaps, he sug- 
gested, it would help him find the 
cause of his discomfort if he were to 
be psychoanalyzed. 

Well, as it turns out, the cab man 
regularly drives a psychiatrist each 
morning from home to office. The 
cabbie told his jare of his plight. The 
friendly Freudian promptly suggested 
that since he wasn’t doing anything on 
his daily drives to his office, he would 
gladly analyze the cabbie on the way. 

So, the next time you run across (or 
vice versa) a taxi driver who speaks 
rather uninhibitedly, don’t take of- 
fense. Or, if you happen to see a mov- 
ing cab without a driver, don’t be 
alarmed. The driver’s there—he’s just 
lying down taking a treatment. 

















41,081 Requests Indicate Size of KPRC-TV Rural Audience 


George Roesner, dean of Texas farm broadcasters, and KPRC- A V 


his sidekick “Buck” Buchanan are the most widely 





travelled and best known farm reporters in the Southwest. HOUSTON 
When they offered seeds on their daily shows recently, 
they were literally swamped with requests. A total of 41,081 CHANNEL 





packages of seeds were ordered by ranchers and farmers 
living in 128 counties . . . proof again of KPRC-TV’s 
tremendous rural audience in the Houston Gulf Coast area. SACK HARRIS, Vice President end Generel Manager 


JACK McGREW, National Sales Manager 


Nationally Represented by 
EDWARD PETRY & CO, 


AN - EXPERIENCE 





YEARS 
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instead of 
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get the 
documented* 
audience ...with 











KCMO-TV 


*more quarter-hour firsts, according 
to PULSE (August), ARB (July) and 
NIELSEN (July) than any other sta- 
tion in the Greater Kansas City area. 


Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 


KCMO-TV ... One of Meredith's Big 4... All-Family Stations 
































epresente @ by KATZ AGENCY INC. 


MEREDITH Radio aud “Jelevision STATIONS. 
- affitiatea with Better Homes and Gardens a Successful Farming magazines 
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